OF MARKETING 


THE MAG 


1955: $387 Billion 
Growth of U.S. National Economy 


1939-1955: Increase of 325% 


Sales Performance Ratios 
of 383 Corporations 


Page 26 


(How have you done?) 


1939: $91 Billion 


How to Improve Your Writing and Speaking...page 76 


A Self-Appraisal Quiz for Your Salesmen.. .Page 30 
Going, Going, Gone! The Outdated Trademark... page 32 


FIFTY CENTS A BILL BROTHERS PUBLICATION MARCH 15, 


Ideas have a way of evaporating 


Don’t let yours boil away. 


You can exploit hot ideas only when you put them across clearly, visually, 
forcefully. And the professional help needed to fashion such presentations 


is available at Jam Handy One-Stop Service. 


Here, specialists in many fields combine their skills with yours and develop ideas 


for presentations, meetings or programs tailored exactly to your requirements. 


Don’t just let a good idea boil away. Call any of the offices listed below 


for prompt, professional help. 


Ze JAM HANDY Onganis 


TRAINING ASSISTANCE e MOTION PICTURES e SLIDEFILMS « DRAMATIZATIONS « VISUALIZATIONS ¢ PRESENTATIONS 
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"Consumenian’ 
Begins at Home 


WITH THE NEW YORK JOURNAL-AMERICAN 
Ju 


Here is the —— Entrance”’ to mle 


HE bulging middle-income market is behind the 

“consumerism” boom now sparking New York's 
economy. It’s the new ability of thousands to spend 
more ...to switch to products and services asso- 
ciated with a higher standard of living. 


How they channel their buying is up to you. 


In New York, you get the maximum selling impact 
on the maximum families in the Journal-American. 
The Journal-American takes buying ideas into 
many more middle-income homes than any other 


evening newspaper. The ‘“‘new’’ middle-income 
market has always been the Journal-American 
market. More than 1,600,000 people in the New 
York metropolitan area read the Journal-American 
daily, according to a recent independent survey — 
nearly 500,000 more than read New York's sec- 
ond evening newspaper. 


To enter more New York homes...reach more 
home readers ...have more selling power... put 
your advertising in the Journal-American now! 


More than 1,600,000 men, women 
and children over 15 daily in the 
New York metropolitan area. 


Three out of five of them are from 
20 to 44 years of age—in the peak 
buying period of their lives. 


Seven out of ten live in peer er ar Ph 
of 3 or more persons—where there 
is more demand for everything. 


Over half a million own homes —far 
more homeowners than read any 
other fullsize New York newspaper. 


More than 600,000 are in the 
$5,000 to $10,000 income group. 


They own far more automobiles 
than the readers of any other full- 
size New York newspaper. 


YOU CAN’T COVER NEW YORK WITHOUT THE 


Journal 


NEW von K 


; American 


NATIONALLY REPRESENTED BY HEARST. ADVERTISING SERVICE 


MARCH 15, !956 


Most of Wisconsin’s Daily Newspaper 


Advertising Leaders Have One Thing in Common 


COMPLETE HOME COVERAGE 
IN THE EVENING 


Ly Wisconsin as throughout 1955 Daily 

. Weekday City Zone 

the nation, advertisers DAILY NEWSPAPERS Linage Coveraget 

in 1955: agein depended on . Milwaukee Journal (E).................| 36,685,634 

newspapers as the best means of 
. Madison Newspapers (M-E)...... 24,688,160* 


reaching the public—because 


. Appleton Post-Crescent (E) ..... 4 16,504,180 


nearly everybody reads their 


home-town daily paper. . Green Bay Press Gazette (E)............] 16,011,478 


In all major communities of . Milwaukee Sentinel (M) . cece eee | 14,052,285 


Wisconsin, they published 

. Racine Journal Times (E) ead 12,199,460 
a record volume of advertising. 
. Sheboygan Press (E)..... 12,052,824 


And with one exception, 


all of Wisconsin’s dail) . Wausau Record-Herald (E) ..ss+++ } 10,552,948 


newspaper advertising leaders . Kenosha News (E) ; 10,389,078 | 


are read by 87% to 100% 


. Oshkosh Northwestern (E) 9,709,490 


, i 
of the famuiles in the iT ABC * Advertising in the Madison Capitol Times and State Journal is sold at a combined rate 


. ~ OSS tCoverage percentages are based on latest available circulation 
4 ity Lone T he Sé ] J) igures for all newspapers — projected tc 1955 family estimates 
advertising leaders and their 


City Cone coverages are 


shown at the right 


Leaders in Advertising in the United States 
Total Daily and Sunday, 1955 

Total Linage 
. Los Angeles Times .... a oe .. . 59,788,874 
. Milwaukee Journal Pe .. .54,456,955 
. Chicago Tribune . ; oa 52,486,090 
. New York Times . Pate Sak 49,537,354 
. Miami Herald , .. 2... - 48,997,556 


The Milwaukee Journal gained 5,086,658 lines in 1955 
over its 1954 record first place total for all newspapers 


SALES MANAGEMENT 


EXECUTIVE OFFICES: 386 Fourth Ave., New York 16, N. Y. LExington 2-1760 


Dennihleentaiindientatlemennanen 


CONTENTS 


March 15, 1956 


DISTRIBUTOR RELATIONS 

12 Ways to Sharpen Communications with Distributors 
GENERAL 

TV Tower for Two—in Texas 
GENERAL MANAGEMENT 

Dixon Crucible Head Calls No. | Duty "Profitable Sales” 
INTRODUCING NEW PRODUCT 

Everybody at Standard Oil (Cal.) Stands By for Product Debut 
LEGAL 

FTC Throws Corset Code at General Foods 

Did |! Firms Make Illegal Payments to Food Chains? 
MANAGEMENT PERFORMANCE 

Sales Performance Ratios of 383 Corporations 
MANPOWER PROBLEMS 

Signs of the Sales Times: Manpower Famine? 
MARKET DEVELOPMENT 

Junior Banker Kit Service Puts Junior in Business 
PACKAGING 

Olin Mathieson Rolls Bulk Fertilizer on Consumer Lawns 
PUBLIC SPEAKING 

3 Steps to Make Time Invested in Talks, Bulletins Pay Off 
SALES CONTESTS 

Arden Farms Rallies Sales with "Goya Sabam!" 

Westinghouse Runs 365-Day Contest, Sales to Match 
SALES FOLLOW-THROUGH 

Schmidt Lithograph Sells for Keeps 
SALESMANSHIP 

Quiz Trains Salesmen to Think—About Their Jobs 
SALES MEETINGS 

Tee-Pak Tees Off for ‘56 with Actors, Pretty Girls 
SALESMEN'S CONTROL 

McK&R Time-Control Calendar Eases Field Management Job 
SALES PROMOTION 

Wall Street Adopts Main Street Sales Tactics 
TRADEMARKS 

Going Going, Gone—the Outdated Trademark 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 151 Sales Gains & Losses 

Editorials 7 Sales Trends (Industrial) 

Executive Shifts 73 Scratch Pad 

Letters 15 Significant Trends 

Marketing Pictographs 65 They're in the News 
Worth Writing For 64 


SALES MANAGEMENT, with which is incorporated PROGRESS, is published semi-monthly on the first 
and fifteenth except in May, September and November when it is published on the first, tenth and 
twentieth. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, 1/942, 
at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St., East Stroudsburg, Pa, Address mail to 386 Fourth Avenue, New York 16, N. Y 


MARCH 15, 1956 


| Buyership 
‘in Action! 


The 11,648 Advertisers in the 
1956 Annual Edition of T.R., 326 
more than the previous edition, 
stand as graphic proof that the ex- 
clusive T.R. “buyership” clientele 
can be reached only thru T.R. 


11,648 


Advertisers, placed 


43,435 


Advertisements in 
1956 Annual Edition 


Your advertising representation 
in T.R. assures you of coverage of 
better than 60% of the total Indus- 
trial Purchasing Power of the U.S. 
T.R. clientele insist on T.R. ha- 
bitually for Purchasing Decision. 
The record speaks for itself . 
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When your transferred employees get their new home ADVERTISING SALES 
all lined up, they want to move “right now.” That’s when DIRECTOR OF SALES. ..John W. Hartman 


North American Van Lines’ nationwide leased wire ASSISTANT TO SALES DIRECTOR 
dispatching network goes into action. And a van arrives SALES PROM. MGR. ADV: SERVICE MGR. 
i i ” . Patterson adeleine Singleton 
n time—for another ‘“‘Wife-Approved”’ move! Pp a 
. PP PRODUCTION MANAGER 
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NAVL “FOLLOW-THRU” SERVICE 
Every company-paid move receives this same careful New 


York 
attention when you specify NAVL. Trained experts tame St Sener: Sandy § Joreph 


*‘follow-thru” from beginning to completion of your E ‘Pendergast, 386 Fourth Ave., New York 


. P inn , LExington 2-1760. 
move. North American has agents in more cities 


i W. J. Carmichae!, Th s. 
than = other van line. EF Tran, Pearce. 333 “Michigan Ave. 
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*AMERICA’'S SAFEST MOVERS: winners ATA National 

Safety Award for household goods movers traveling 
over 500,000 miies. (North American vans average 35 
million miles per year annually!) 
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American Artisan 


One of the signs that Residential Air 
Conditioning is headed for a boom is the 
number of magazines trying to claim a 
part of it. Five, serving other fields, have 
added “Air Conditioning” to their titles 
just recently. Each has different kinds 
of readers for whom they now claim im- 
portance in Residential Air Conditioning. 


The fact remains, however, that 
AMERICAN ARTISAN has been “in” 
from the beginning. It has had “Air Con- 
ditioning” in its masthead, on its cover, 
since 1932. But more than that, its edi- 
torial content right along has been fo- 
cused on the subject. 


Why? Simply because the KEY warm 
air heating-sheet metal dealers are the 
readers of American Artisan. They are 


the ones who have all the qualifications 
for handling residential air conditioning 
and as a result have proved to be the 
most successful sales outlet. 


In no other’ medium can you reach 
these dealers “The American Artisan 
Way.” That way is an outstandingly useful 
editorial job which attracts and holds as 
PAID subscribers those who do the bulk 
of this’ work. Choose American Artisan, 
the book that reaches the greatest con- 
centration of buying power . . . provides 
the only fully paid (ABC) circulation in 
its field . . . and leads in advertising 
volume. 


15, 


they Buy More because they Have More! 


@ That’s why, for example, General Merchandise Sales 

. including such items as sun lamps, rugs, chinaware, 
stoves ... are 66.9% above the national average* in Met- 
ropolitan Indianapolis. 

Whatever you're selling, you'll sell more in Indianapolis 
where the average annual income per family is far ahead 
of the national average. In addition, just look at these 
other important advantages that make Indianapolis a 
“must” on any list: 


> It’s Bic . . . over 600,000 population. 
> It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture. 


> It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR & 


YOUR FIRST TEAM 


FOR SALES IN 


INDIANA 


THE INDIANAPOLIS NEWS os 
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EDITORIALS 


That Extra 5% 


A fortnight ago Batten, Barton, Durstine & Osborn had a sales 
convention for client and agency personnel, topped off by an hour of 
closed-circuit TV, with connections made by Sheraton with nine 
branch offices. During that hour the entire personnel of the agency 
—more than 1,900—saw and heard Dave Garroway as moderator 
and pithy four-minute talks by the agency’s officers. 


* building better businesspapers . 
better businesspaper advertising 


? 
z 
oO 


We liked particularly the message by Veep Charles Brower, be- 
cause the thoughts expressed are as applicable to any business as they 
are to the agency business, since we all have within us that extra 5% 
which so often is the difference between “fair” and “excellent.” 
Brower said in part: 


2 
« 
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Christmas orders, with the amazing sales success 
0 
ra 
o 


of a new model and to urge immediate ordering. 
RESULTS: “A sell-out. Allotment shipping only 


by December 1.” 
Founded 1906 + 205 East 42nd St., New York 17, N. Y. 


SCHEDULE: Black & white spreads in 3 business 
THe AsSociaTED BUSINESS PUBLICATIONS 


publications. 
AGENCY: Doyle Dane Bernbach, Inc. 
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“Suppose during the next year we tried to merely put 5% more 
effectiveness into the advertising we produce. Five percent is a small 
thing—it bears the relation to 100% that a nickel bears to a dollar— 
it is a mere twentieth. And it is quite possible that you never did 
anything in your whole life that you couldn’t have done 5% better, 
if you had tried 10% harder. 


; 
‘ 


™] OBJECTIVES: To impress the trade, in a bid fot 


CAMERA 


“If you were to make a color page in Life 5% better in effective- 
ness, it would be just like putting $1,637 in your client’s pocket. If 
you added the same effectiveness to a Post page in color, you would 
put $1,350 back into your client’s pocket. And in a single TV-com- 
mercial on a $75,000 half-hour, you could give your client back 
$1,250. If you upped all three of his commercials 5%, of course, 
you'd give him back $3,750. 


“T do not think I know any advertising people who could not do 
5% better . . . if that dough went into their pockets . . . $1,637 for 
working a little harder on a Life page . . . $1,350 for improving a 
Post page 5% .. . $1,250 for tightening up one commercial. Boy, all 
the advertising people I know would stay up nights, take about 20 
minutes for lunch, and have no further truck with the water cooler. 


“If you do 5% better, you do, in effect, pocket that dough — 
although it comes more in the form of insurance than money. For 
perfection in output — the achievement of the greatest possible effec- 
tiveness in our advertising — is what your company (and you) live 
by. And if the effectiveness of our advertising grows say 5% — 
our position is that much more secure and your job is that much more 
permanent and that much more rewarding. 


“Just think! A tiny increase of 5% in the effectiveness of all our 
advertising, based on $160 million of billing, would be the equivalent 
of $8 million in advertising effectiveness. 

‘““That’s the big account I’d like to go after in 1956!” 

We think Brower was highly realistic in his challenge. “I’ry to make 
anyone believe that overnight he can improve himself by a third or 
a half would create disdain or discouragement — but who among us 


would say that a 5% improvement goal is not easily attainable? 


An Imaginative Salesman 


Most of us are inclined to take things literally. Then some fellow 
comes along, asks, “Why not?” and goes out and does it. For instance: 


How the Polaroi 
Corp. uses ads in 
businesspapers 
to spark sales 


The formal name of a highly successful organization is Florist 
Telegraph Delivery and its slogan is “Send Flowers World-wide.” 
A telephone man took a look at that title and decided that there was 
no reason why your order for flowers should always be telegraphed. 


of a new camera 
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Q Mr. Apsey, as a matter of background 
interest, how long has Black & Decker 
been in business? 

A The company was formed in 1910, 
but we did not start to manufacture port- 
able electric tools until 1916. 


Q And how far back does your adver- 
tising history go? 

A There was some sporadic activity as 
early as 1918, but our records show that 
we actually started a well-integrated 
plan of advertising to the trade in 1920. 
Q What advertising media do you use? 
A Just about everything. Our industrial 
and automotive advertising has, since 
the very first, appeared primarily and 
consistently in trade publications. 
However, our hardware line—the do-it- 
yourself-line which we introduced in 
1946—is advertised in consumer and 
trade media of all kinds, including direct 
mail, point-of-sale material, and the like, 
which we prepare for dealers’ use. 

Q Tell me, Mr. Apsey, is there some ad- 
vertising experience from the past which 
you consider of particular interest? 

A Yes. By adapting the “universal” 
motor to portable electric tools, we made 
it possible for distributors to furnish 
from stock instead of having to order spe- 
cial motor requirements from the fac- 
tory. This made Black & Decker tools 
immediately available from local distrib- 
utors’ stocks and justified an intensive 
national advertising campaign to the 
industries that comprised our markets. 


Q Is there some other advertising high- 
light— something in the nature of an 
“advertising first’? 

A Well, you may be interested to know 
that Black & Decker was the first elec- 
tric tool manufacturer to reveal through 
advertising what was generally regarded 
in the industry as secret. That is the in- 


John F. Apsey, Jr., is Director of Advertising and Sales 
Promotion for Black & Decker, the world’s largest manu- 


facturers of portable electric tools. He joined the organ- 
ization in 1927, first having spent 6 years in the real 
estate business and 2 years with a successful industrial 
advertising agency. To learn firsthand how this well- 
known and respected industrial organization uses busi- 


ness publications, and what it is getting out of their use, 
we had an interesting chat with amiable Jack Apsey. 
Here are the highlights of that interview. 


side mechanism, the actual working 
parts, of the tool. We told the full story 
in a series of advertisements called “The 
Inside Story.” Illustrations with phan- 
tom views of all our major tools showed 
the gears, motor, bearings—in fact the 
entire working unit. Our purpose, of 
course, was to tell—to prove—our story 
of quality in engineering, quality in de- 
sign, quality in workmanship, and qual- 
ity in materials. The entire campaign 
was outstandingly successful. 

Q How long did this series run? 

A Initially it was a single ad on drills 
run in a wide list of papers. Later, other 
tools were included, especially as new 
products were introduced. Now it is run- 
ning on the basis of a full year’s cam- 
paign, with the theme “Power Built.” 


Q You speak of your industrial and auto- 
motive divisions. Do you manufacture spe- 
cific types of tools for specific industries? 


A With one or two exceptions, our 
standard line of tools can be used by any- 
one who has a need for power tools. Some 
of the exceptions, however, are impor- 
tant. For example, our valve seat grind- 
ers and valve refacers are almost exclu- 
sively for the automotive trade. 


Q Tell me, Mr. Apsey, how would you 


define your basic advertising objectives? 


A Our prime reason for advertising is to 
precondition the market and improve the 
productivity of our salesmen. The sales- 
man’s job is to get our products from the 
warehouse into the hands of dealers and 
consumers. This may seem like an easy 
assignment until you stop to realize that 
as a manufacturer you are on the oppo- 
site bank of a river from your customer. 
Between the two of you is a river running 
wide and deep with indifference and ig- 
norance about your product. To do his 
job, your salesman must cross this river. 


to precondition the market and 


If you plan to send him across very often 
you should build him a good, solid bridge. 
Q And advertising is the bridge? 

A Advertising is not the bridge itself, 
but it certainly provides much of the 
foundation without which the bridge 
could not be built. You must depend on 
advertising to attract attention, create 
interest, arouse desire, and, in large 
measure, give information about your 
product. There are other factors, of 
course, which go into the building of a 
bridge. But without sustained adver- 
tising you have a gap, a fundamental 
weakness, for which there is no real sub- 
stitute. Remember, advertising does not 
replace salesmen—anyone who thinks it 
does is only kidding himself. All we can 
hope to accomplish through advertising 
is, as I have said, to precondition the 
market to give the salesman an oppor- 
tunity to make the most effective and 
efficient use of his time. 

Q What are some of the secondary objec- 
tives of your advertising? 

A We also depend on our advertising to 
help develop new and different uses for 
our products. Then, too, advertising 
helps build recognition and prestige for 
our company and helps us maintain our 
rightful place in the industry. 


Q In general terms, what is your phil- 
osophy in regard to advertising in business 
publications? 


A First of all I must say that we not 
only consider business publications a 
very important part of our over-all pro- 
gram, but a basic part of our program 

in fact the only economical way to cover 
certain markets. Through the use of 
trade publications, we are able to con- 
centrate on the markets we know from 
experience are the most profitable for us 
to reach with our electric tool story. 
They provide‘a minimum of waste cir- 
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**,.. to tell—to prove—our story of quality in 
engineering, quality in design, quality in work- 


manship, and quality in materials.” 


“The smart advertiser need only follow the lead of the editors 


to be certain his messages carry marimum attention and 


readership.” 


. a basic part of our program— 
in fact the only economical way to 


cover certain markets.” 


improve the productivity of our salesmen” 


culation. In the second place they enable 
us to reach these people in an atmos- 
phere we feel is conducive to their more 
careful study and acceptance of our 
advertising message. 

Q Why is the latter the case? 

A It’s largely a question of editorial 
approach. A good trade publication is, 
of course, expertly edited to insure maxi- 
mum appeal to a particular group. The 
smart advertiser need only follow the 
lead of the editors to be certain his 
messages carry maximum attention and 
readership. In other words, in trade pub- 
lications we have a wonderful oppor- 
tunity to address our audience at a time 
when it is most receptive, and in a way 
to insure its interest. 

Q Have you ever been able to actually 
prove this greater interest and acceptance? 


A Not on a truly scientific basis, but on 
more than one occasion, we have used 
the same advertisement in general pub- 
lications and in various types of trade 
publications. Generally, we get far 
greater results, greater pull, from the 
publications specifically edited for our 
primary audience. Certainly this proves 
the advantage of talking to people in 
their particular atmosphere of interest. 


Q Do you feel that business publications 
have become of increasing importance in 
recent years? 


A Perhaps not of increasing importance 
—for they have been important along 
time. Certainly with changes taking 
place as fast as they do, and with new 
developments and new techniques as 
numerous as they are, I don’t know how 
or where a fellow could possibly get the 
information he must have if it were not 
for his trade publications. They are really 
the only means many of us have in this 
day and age to keep pace with the in- 
dustry of which we are a part. 
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Q How do you go about selecting the 
business publications you use? 


A In a general way, of course, our selec- 
tion is indicated and controlled by the 
availability of publications edited for the 
specific fields we wish to reach. We look 
for vertical publications to reach all im- 
portant buying influences in our primary 
markets, and we look for horizontal 
(functional) papers to reach the men 
who, through field of interest, should 
welcome news about our products in 
secondary markets. And although we 
lean heavily on the recommendations of 


our agency media director, we ourselves 
listen to many media presentations. 


Q In conclusion, is there anything that 
you would like to say that we have not 
given you an opportunity to say? 

A No, but I would like to repeat that 
the trade publications on our schedule 
are a very vital part of our advertising 
program. Through them we are able to 
pin point our approach to the markets 
we know to be most productive. In addi- 
tion, they enable us to talk to the people 
we want to reach in an atmosphere that 
is natural for them and productive to us. 


Through the medium of business publication advertising you reach prospects 
and customers on common ground—at a time when they are receptive to 
your message. Thus business publications fulfill a role unduplicated by any 


other known selling force. 


Chilton publications cover their chosen fields with an editorial excellence 
and a strict control of circulation that assure confidence on the part of readers 
and advertisers. With such acceptance goes a proportionate selling power. 
Let Chilton publications help give your advertising maximum effectiveness. 


The Voice of Authority... 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 
ThelronAge « Jewelers’ Circular-Keystone « Distribution Age « Motor Age 
Automotive Industries + Optical Journal and Review of Optometry + Gas 
Commercial Car Journal . Spectator . Boot and Shoe Recorder 
Hardware World + Tele-Tech & Electronic Industries « Butane-Propane News 


It’s all 
pretty obvious! 


WHO-TYV serves 334,750 families in 42 rich central 

Iowa counties. 284,500 of these families — or 85.2% — 
have television sets, and the number is growing 

rapidly. Recent U. S. Census Bureau figures for 16 states 
rank lowa first in farm TV-set ownership. 
First-on-the-farm in a state where farmers move in 
upper-income circles! 

WHO-TV reaches this big television audience with 
316,000 watts on bright Channel 13. Iowans tune 

in consistently and enthusiastically because they know 
they can depend on WHO-TV for the best in network 


features, plus outstanding local programs. 


Ask your Free & Peters Colonel for full details. 


Channel 13 + Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Free & Peters, Inc. 


National Representatives Affiliate 
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Result: Now almost 11,000 florists, 90% of those interviewed to 
date, in a “Flower by Telephone” campaign, have agreed to use long- 
distance service in placing their out-of-town orders. 


The floral industry, according to W. A. Garrett, long lines’ sales 
engineer in charge of this campaign, expects to handle about 14,000,- 
000 inter-city orders for flowers this year. This would be an increase 
of about three million inter-city orders over 1955. 


Now we don’t expect Western Union to take this competition 
from American Telephone and Telegraph Co. lying down. We 
anticipate that both organizations will carry on a spirited promotion. 


In the end, probably more of us will send far more flowers than 
we had expected to, and two aggressive monopolies—Western Union 
and AT&T—will be engaged in healthy competition. 


All because a salesman used his noodle. 


You and Editors 


You and your associates, including your advertising managers, read 
many business publications, and you buy advertising space in many 
publications in fields in which you sell. Many of you are friendly 
with their editors, their advertising sales managers, and some of their 
salesmen. They have services to sell to you and you are cast in the 
role of the buyer, for a change. Do you read and do you purchase 
space in businesspapers on a purely statistical basis, or do you have 
an instinctive “feel’’ for what you like and dislike? 


You purchase some $800 million worth of businesspaper space and 
production, which is a healthy hunk of business for any industry. 


Now along comes William A. Marsteller, who is booting his rela- 
tively young agency, Marsteller, Rickard, Gebhardt and Reed, Inc., 
into a top buyer of businesspaper space for his clients, with what is 
bound to be a controversial proposal for auditing publication editorial 
policies practices. 


Marsteller has developed 12 audit check points (he will be glad 
to send a copy to you) which he has found most useful in measuring 
the editorial vitality of a publication. These check points, of course, 
are not offered as a substitute for a numerical audit of a company’s 
audience and coverage. They supplement the purely quantitative 
evaluation and they provide an organized basis for an advertiser to 
evaluate a publication’s editorial content. 


Marsteller concludes that “there are real differences in editorial 
character of businesspapers and they are roughly measurable, so long 
as conclusions are not based on a single factor.” 


Look Ma, No Premiums! 


It is a brave sales management at Ralston Purina Co. that has just 
dropped premiums from its breakfast foods. We can sympathize 
with the makers of Rice Chex and Wheat Chex when they remind 
us that in today’s market so much attention is concentrated on the 
premium that quite often the consumer neglects the product. 


Mothers may be grateful for a non-premium deal breakfast food, 
but being exposed to small fry human nature, we suspect that Ralston 
will soon be backtracking. Ralston’s copy on the box panels will soon 
say, “Look Ma, No Premiums!” In this box you’ll find no trading 
cards, space ships, fission guns. Nothing that rips, roars, or rolls, or 
goes sh-boom or even pttt . .. no Venetian poison rings, slave bracelets, 
car jacks or pictures of Yosemite. 


Don’t be surprised if Ralston eats its own words. 
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you 
CAN BE 
IN 
2...200... 


For sheer versatility and inexhaustible utility, you 
can’t beat the ease, economy, efficiency and proven 
personal sales impact of putting your spoken mes- 
sage on RCA Victor Custom Records. 


Wherever you send your records—whether as selif- 
contained messages or in conjunction with slide- 
films—it’s smart to insist on the clear, clean, 
unmatched quality of RCA Victor sound. 


Technically and servicewise, RCA Victor leads the 
field in all phases of recording, processing and 
pressing. You also get the benefit of RCA Victor's 
extensive music library—over 500 selections spe- 
cially recorded for slidefilm use .. . its years of 
experience in making records for sound-slidefilms 

. and its careful handling and prompt delivery 

. . all at a competitive price! 


For complete information without obligation, write, 
wire or call. 


New York 10; 155 E. 24th St., MUrray Hill 9-7200 
Chicago 11; 445 N. Lake Shore Dr., WHitehall 4-3215 


Hollywood 38; 1016 N. Sycamore Ave., Oldfield 4-1660 
Nashville 3; 1525 McGavock Street, Alpine 5-6691 


RCA VICTOR 


TMKS. @ ms mastens yout 


custom record sales 


RADIO CORPORATION OF AMERICA 
RCA VICTOR RECORD DIVISION 


During the summer season, NBC’s three great network television participa- 
tion programs—TODAY, HOME, TONIGHT-offer extra savings for adver- 
tisers through the 


T-H-T SUMMER INCENTIVE PLAN 


This plan, in effect from May 30th through September 2nd, offers bonus 
T-H-T participations in addition to regular discounts... means that you 


can earn up to 50% in dividends on your summer advertising. .. and guaran- 
tees you T-H-T’s year-round, high-quality programming at summer prices. 


SALES MANAGEMENT 


Last year 28 national advertisers used this money-saving plan. This year 31 


(with many repeaters) have already signed up, and the summer buying 


season has hardly begun. Your NBC Sales Representative can tell you about 
the Summer Incentive Plan and how you can cash in on the tremendous 
personal selling power of the three great T-H-T stars, Dave Garroway, 
Arlene Francis and Steve Allen. 


Exciting things are happening on 


NBC TELEVISION <3 @ | 
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than any other newspaper 


You reach interested readers and active buyers when you 
put your sales messages in prosperous Philadelphia’s favorite 
newspaper— The Evening* and Sunday Bulletin. 

Throughout Greater Philadelphia’s multi-billion-dollar 
market, people are showing increasing interest in The Sunday 
Bulletin and its lively all-new look. 

Published on new presses, in new type, in the world’s 
most modern newspaper plant. The Sunday Bulletin now 
features 10 separate sections, R.O.P. editorial and advertis- 
ing color. 

The Bulletin offers you a great sales opportunity. Phila- 
delphians buy it, read it, trust it and respond to the advertising 
in it. 


The Bulletin is Philadelphia. 


*Largest eve 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. © Chicago, 520 N. Michigan Ave 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta ¢ Los Angeles © San Francisco 


SALES MANAGEMENT 


LE T TERS TO THE EDITORS 


Landman vs. Richardson: The Grave Is Not His Goal; 
Minister's Sales Letter Increases Church Attendance 15°. 


One Man's Meat... 


Epiror, SALES MANAGEMENT: 

I got a great kick out of reading 
Mr. Earle M. Richardson’s “Learn 
How to Manage Your Time” in your 
February 15 issue (p. 42). It is a 
sure-fire formula for becoming the 
richest young man in the graveyard. 

If Mr. Richardson really believes 
what he writes, then his productive 
15 years and his existence on earth 
both must end simultaneously by 
either one of two methods: he will 
fall victim to a coronary or his wife 
will poison him. 

There are much better methods for 
than by using a 
*s with do- 


obtaining sales goals 
sales force full of cardiac 
mestic troubles. 


George Landman 


Vice-President, Sales 
The Pelton & Crane Co. 
Charlotte, N. C. 


Sales Help Wanted—Now! 


Epiror, SALES MANAGEMENT: 
The article, “Wanted: An Or- 
Program for Selling Careers 
” by W. B. re Jr. (Feb- 
118) a kindred 


ganized 
in Sales, 
ruary 15, p. 
note with me. 

I am teaching Salesmanship at Stet- 
son University School of Business and 
welcome all the sales management 
speakers I can bring to my classes. I 
find all firms I approach most co- 
operative, but being somewhat re- 
moved from big metropolitan centers, 
find it dificult sometimes to make all 
the contacts I would like. 

Another teaching help that would 
be most valuable would be sales cases 
or problems taken from actual busi- 
I require my students to make 
class presentations to me as a buyer 
each week and it would be most help- 
ful to me to have actual cases with 
descriptive material on products which 
[ could use for individual assign- 
ments. 

I hope some of your readers will be 
to send me some material of 


St ruck 


nesses. 


moved 


this sort. 
Gail Murphy 
School of Business 


a —- 


Del , Fla. 
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> Mr. Murphy has landed a spear 
point on our Achilles heel. Chances 
such as these to preach the sales gospel 
are muffed every day because of the 
sales world’s let-George-do-it attitude. 
Next time you are in or near DeLand, 
go knock on Mr. Murphy’s door. And 
we trust those of you comfortably 
seated behind your desks will flood 
Mr. Murphy with the case histories 
and descriptive material he wants 
Let’s not wait till nobody cares. 


He Calls Bravo! 


Epiror, SALES MANAGEMENT: 

A toast to you for your perennial 
efforts to raise the standards of sales- 
manship. The latest, “Emotionally 
Mature Attitudes: The Soul of Suc- 
cessful Selling” (February 1, p. 49) 
is of the essence. SALES MANAGE- 
MENT is a perpetual source of inspira- 
tional and factual ideas. 

BRAVO! 

W. J. Mills 
Directory Supervisor 
ee Bell Telephone Co. 
yuth Bend, Ind. 


This Salesman Ups 
Church Membership 30° in ‘55 


Epiror, SALES MANAGEMENT: 

“Every little bit added to what 
you’ve got makes just that little bit 
more.” Which might be a good open- 
ing for a “Collection Letter.” 

I have received a check for an ar- 
ticle, “Sales Letters and Church Man- 
agement,” from The Pastor, a source 
magazine for ministers. I wrote a 
similar article some two years ago 
and received several inquiries about 
SALES MANAGEMENT particularly 
‘The Sales Letter Round Table.” It 
is a pleasure to read SALES MANAGE- 
MENT and the submitted [sales] let- 
ters. I receive inspiration from the 
latter which are effective in my min- 
istry. (My finance committee com- 
plains at times on the amount of 
postage.) However, I can point to a 
30% increase in membership over the 
past year and that usually silences 
them. 


(continued on page !7) 


Magnetic Tape 


in Business 


BY 
PAUL JANSEN, Sales Manager 


Want To Have Good Music wherever you 
go? At work or at home you can enjoy 
restful background music at any time if you 
record your favorite selections on magnetic 
tape. Then, when you feel in the need of 
quiet accompaniment, just switch on your 
recorder. Routine office jobs go more smooth- 
ly . .. efficiency is often improved . . . work- 
ing conditions are more enjoyable. And at 
home tape recorded music is-the ideal back- 
ground for meals, reading or entertaining. 
Why not tape some music soon? 


HELP WITH TOUGH ASSIGNMENTS 
is given salesmen of one company in 
this way: Details of the problem are 
recorded and submitted on tape by the 
salesman. The tape is mailed in to the 
home office where it is played at a meet- 
ing of sales executives and their recom- 
mendations are then recorded on the 
tape, which is returned to the salesman 
for his guidance. This system also sim- 
plifies the handling of unusual requests 
from special customers. The client 
merely outlines his problem on tape 
which is sent to the main office to be 
given attention by specialists. It’s an 
idea that saves time, money and wins 
enthusiastic customer approval! 


Take Your Choice! Whatever your record- 

ing iy eg eg “Scotch” Brand has the 

right tape for you. Pioneers in magnetic 

recording and the world’s largest producers 

of coated products, the 3M Company offers 
you almost fifty different magnetic tapes 

for industry, home and specialized services. 

Newest spoon Brand Tape is amazing 

“Extra Play” Tape No. 150 which offers 

50% more recording time 

on a standard-size reel, 

plus the super-strength 

of tough ““Mylar’’* plas- 

tic backing. For the finest 

recordings you’ve ever 

heard, try ‘‘Scotch’’ 

Brand Magnetic Tape on 

your recorder . . . soon! 


** Mylar” is a DuPont registered trademark 


Got Your Copy of the free booklet, “You 
Don’t Have To Be A Recording E expert . es 
It’s loaded with fascinating, helpful informa- 
tion about your recorder and 
how to produce hi-fi results. 
Send for it today. Write to: 
Business Division, Minnesota 
Mining and Manufacturing 
Co., 900 Fauquier Ave., St. 
Paul 6, Minn., Dept. FV-36. 


The term ‘‘Scotch’’ and the plaid design are 
registered trademarks for Magnetic Tape 
made in U.S.A. by MINNESOTA MIN- 
ING AND MFG. CO., St. Paul 6, Minn. 
Export Sales Office: 99 Park Avenue, New 


York 16, N.Y. 


The 


New Yorker 


really 


gets 


around! 


Executives of California aircraft plants chuckle just as loudly 
over the drawings in The New Yorker as do directors of New York banks. 
The New Yorker really gets around in the Golden West as well as the Golden East. 
There’s nothing average about its coverage” . . . here, there and everywhere, 


The New Yorker reaches the people other people follow. 


*Out of 1,833 directorships of “The 100 Largest U. S. Corporations,” 
645 (35%) are held by subscribers to The New Yorker. 


@ 


THE 


NEW YORKER 


Advertising Offices: New York, Chicago, London, San Francisco, Los Angeles 
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If Sates MANAGEMENT was read 
by more ministers I would certainly 
submit an article but I’d better stick 
to religious magazines, although some 
layman might, upon reading it, sub- 
mit it to his pastor. 


Franklin C. Hubbard 
Pastor 
The Methodist Church 
Shannon-Van Brocklin Charge 
Shannon, III. 


> The Rev. Mr. Hubbard recently 
wrote a sales letter on chutch attend- 
ance which was circulated in the Jan. 
13, 1956 edition of SALES MANAGE- 
MENT’S “Sales Letter Round Table” 
and won him a Special Award of $10. 
Mr. Hubbard’s letter went to 60 
names and brought a 15% increase in 
attendance. Some of those “answer- 
ing” had not attended any church for 
five or six years. Says R. E. Small- 
wood, Editor, “Sales Letter Round 
Table’: “From the point of view of 
subject matter this certainly is the 
most unusual letter ever to win a 
‘Round Table’ award. Mr. Hubbard 
calls it a letter to his ‘inactives’. He 
doesn’t believe it’s enough just to 
remind folk that they were not at 
church. He tackles it as a sales job 

says he gets good ideas from 
‘Sales Letter Round Table’ — even 
uses collection letter ideas to get the 
pledges in. We're proud to have 
played this very small part in the 
great work the Rev. Mr. Hubbard 


undoubtedly is doing.” 


Vend Trend Downward? 


Epiror, SALES MANAGEMENT: 

I just got around to reading your 
editorial on vending (“The Round- 
the-Clock Salesman,”’ Dec. 15, 1955, 
p. 7). 

Don’t ever again make the state- 
ment, “Its future seems unlimited.” 
While vending will continue to grow, 
its future is rigidly limited because: 

Vending is sound only in loca- 
tions where the volume is so 
small that attended service is un- 
profitable, and where the buying 
impulse is so strong that the con- 
sumer is willing to pay more 
than the minimum retail price 
for the item. 

Your idea of store-fronts with bat- 
teries of vending machines is a fascina- 
ting one, particularly when we think 
of the volume of after-closing hours 
business that must be available for 
the super market. As a matter of 


(continued on page 19) 
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»-- with 
circulation 


LEADERSHIP 47,1 1S 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 
City Zone Lead — 10,546 
City & RTZ Lead — 16,958 


««- with 
oevertnin’ a 564,311 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 
Yeor: 1955 


Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


230,238 Daily 


# Circulation in th ifie Northwest 
Lergest Circulation in the Pacific Northwes: 297,135 Sunday 


rue Oregonian 


PORTLAND 1, OREGON 


Sources: ABC Publishers’ Statements for 6 mos. 
ending September 30, 1955; Media Records total 
odvertising, less AW, TW, and Comics, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


How 'Ditch-Digging’ Advertising... 


Helps a Salesman 


«+. get more business with the same effort 


--+ hold business with less effort 


--- build a sound foundation for future business 


"Ditch-Digging" Advertising is simply 
a mechanism that helps salesmen get 
the right story to the right people 
in the right way at the right times 
with the right frequency ... at the 
lowest possible cost. 


It takes thought and effort to build 
that kind of advertising and to make 
it work -— thought and effort on the 
Sales Manager's part and on the part 
of his advertising men and agency eee 
working together cee 


e« « e FIRST, to find out who are the 
people - all the people = who specify, 
buy, or influence the specification 
and buying of your product. (Your 
salesmen are calling on some ofthese 
people, but can they see all ofthan? 
Do they know all of them?) 


e « e SECOND, to find out what makes 
sense about your product to your 
prospects. (What are the viewpoints, 
prejudices, confusions, and needs 
that might indicate either obstacles 


to the purchase of your product, or 
sound sales approaches?) 


eo e o THIRD, to determine how to say 
what needs saying, to whom, and how 
often. (What will improve the view 
points and reduce the prejudices and 
confusions that stand in the way of 
gaining your objective?) 


e+eF OURTH, to select the best 
tools to use - booklets, magazines, 
direct mail, catalogs, or any other 
mechanical means of imparting ideas 
and information. (What part of the 
selling job can be done best by which 
selling tool?) 


That's "Ditch-Digging" Advertising. 
It comes out of the field, not off 
the cuff. It takes effort, time, 
money. But it balances inspiration 
with sweat, providing a maximum of 
results ... at a lower cost per sale 
than advertising based on uncon= 
firmed "ideas" alone can produce, 
except by sheer accident. 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, N.Y. - 


LExington 2-3135 


‘*DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY’’ 
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LETTERS 


practical reality, however, if you ever 
hear of such an operation developing 
-high volume and high profits, you 
had better run right quick and open 
an all-night delicatessen across the 
street. You will find it a right profit- 
able location. 


Name Withheld 


Long Time No Tell 


Eprror, SALES MANAGEMENT: 

For a long time I have postponed 
writing this note for all the reasons 
that we generally postpone doing 
things. 

I am not sure how long you have 
been perforating the pages of SALES 
MANAGEMENT, but I just wanted to 
tell you how handy it is in keeping 
my permanent file of articles of spe- 
cial interest. 

It has also taken me a long time 
to tell you how much I appreciate 
the magazine and the very helpful 
articles that suggest different ap 
proaches to troublesome problems. 


Wayne Beaudette 
Director of Sales 
The H. W. Gossard Co. 
Chicago, Il. 


> Sates MANAGEMENT began per- 
forating its pages with the Oct. 1, 
1954 issue. 


You Know What Trifies Make 


Eprror, SALES MANAGEMENT: 

I have just read the item on p. 

104 of your February 1 issue, entitled 
“Tremendous Trifles” (‘“The Scratch 
Pad”). In short concise statements 
this article packs a terrific amount of 
“Stop, Look, and Listen” power. A 
great deal of business is lost because 
salespeople do not take care of the de- 
tails, yet they don’t know why they 
lost the orders. And, I’m just as sure 
that many orders are gotten without 
the salesman knowing exactly what he 
did or said that made him successful 
in that particular instance. 
I think so well of the article that 
I’m taking the liberty of quoting it 
to our entire sales organization, giv- 
ing your magazine full credit for its 
publication. 


B. A. Tucker 


Division Sales Manager 

Peerless Pump Division 

Food Machinery and Chemical Corp. 
Los Angeles, Cal. 
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TITTY 
VUVURTTE 


—— 


INCREASE SALES 


through bottor mathoda 


Better methods bring better results. The Remington Rand 
Kardex System of Sales Control is probably the best method you 
can employ for building a more profitable sales program! 

The Kardex System of Sales Control is based on “the chart 
that thinks,” Remington Rand's exclusive, time-saving computing 
chart that automatically translates accumulated total sales into 
percentage of sales to quota. Colored Kardlok Graph-A-Matic 
signals instantly sound the alarm when sales are lagging, high- 
light outstanding results, indicate the last call made on each 
account. Kardex gives you a// the information you need to review 
your entire sales picture in a matter of moments! 


Write now for more information. Ask for folder KD760 when 
you address Room 1390, 315 Fourth Avenue, New York 10. 


DIVISION OF SPERRY RAND CORPORATION 


BUSINESS AND INDUSTRIAL ADVERTISING IN NEWS AND MANAGEMENT MAGAZINES—1950 vs. 1955 


1950 PAGES 1955 PAGES 


BUSINESS WEEK 9329.07 
U.S.NEWS & WORLD REPORT. . . 2352.59 


1910.32 


U.S.NEWS & WORLD REPORT. . .. 798.41 1420.25 
401.45 


TOP TEN MAGAZINES IN PAGE GAINS —1950 vs. 1955 
1950 PAGES 1955 PAGES “CAIN. 


“USN&WR 1116.49 3020.77 


3788.64 5663.46 1874.82 
3521.92 4529.19 1007.27 
1524.41 633.36 

919.86 597.95 

4398.00 582.03 

1637.50 462.25 

1207.96 427.50 

2954.25 415.41 

618.36 272.47 
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COMMUNICATIONS & 
PUBLIC UTILITIES 


Full Year 1955 Pages 


N&WR 1.1 
BUSINESS WEEK 147.38 
TIME 122.09 
NEWSWEEK 116.11 
NATION'S BUSINESS 41.00 
FORTUNE 33.00 


RAILROAD —FREIGHT 


Full Year 1955 


USN&WR 
NEWSWEEK 67.12 
BUSINESS WEEK 60.44 
TIME 47.72 
FORTUNE 31.50 
NATION'S BUSINESS 26.68 


INDUSTRIAL MACHINERY, 
FIXTURES & ACCESSORIES 


Full Year 1955 Pages 
BUSINESS WEEK — 1,400.84 


USN&WR 4.09 
NEWSWEEK 340.18 
FORTUNE 284.25 
TIME 269.99 
NATION'S BUSINESS 13.23 


OFFICE MACHINES, 
FURNITURE & ACCESSORIES 


Full Year 1955 Pages 
BUSINESS WEEK 511.11 

USN&WR 9.05 
NEWSWEEK 244.16 
TIME 238.80 


FORTUNE 135.25 
NATION'S BUSINESS 131.33 


1956 


INDUSTRIAL LUBRICANTS 


Full Year 1955 Pages 

BUSINESS WEEK 74.00 
USN&WR 

NEWSWEEK 

TIME 6.00 


NATION'S BUSINESS 6,00 
FORTUNE - 


INDUSTRIAL DEVELOPMENT 


Full Year 1955 Pages 
BUSINESS WEEK 65.98 


FINANCIAL 


Full Year 1955 Pages 


BUSINESS WEEK ae 


TIME 101.52 
NEWSWEEK 92.74 
FORTUNE 41.25 
NATION'S BUSINESS 5.88 


MANUFACTURERS’ 
MATERIALS & SUPPLIES 
Full Year 1955 
BUSINESS WEEK 


AVIATION, AVIATION 
ACCESSORIES & EQUIPMENT 


Full Year 1955 Pages 


TIME 119.97 
FORTUNE 42.00 
BUSINESS WEEK 18.11 
NATION'S BUSINESS — 


MAGAZINES, NEWSPAPERS 
& OTHER MEDIA 

Full Year 1955 Pages 

BUSINESS WEEK 59.26 


TIME ae 


NEWSWEEK 


NATION'S BUSINESS 5 FORTUNE 
8.02 NATION'S BUSINESS 


347.10 NEWSWEEK 45.93 
327.00 FORTUNE 17.00 
14.00 NATION'S BUSINESS 4.09 


PICK YOUR OWN “BLUE RIBBON” IN THESE YARDSTICKS OF AD. 
VERTISING VALUE AMONG NEWS AND MANAGEMENT WEEKLIES 


@ First in 5-year circulation 
gains. 


© Highest percentage of circula- 
tion by strictly voluntary circu- 
lation methods. 


@ Lowest per thousand costs for 
managerial coverage. 


@ Only magazine delivering more 
readers per dollar than five years 
ago. 


© Highest average family income 
among the three news magazines. 


©@ Biggest total page gains. 


© Biggest page gains in business 
and industrial advertising. 


@ Biggest 5-year page gain in 
consumer advertising. 


© Biggest page gains in passen- 
ger car, passenger transporta- 
tion, life insurance, and resort 
promotion. 


@ In poll after poll of key leader- 
ship groups, consistently receives 
the most votes as the magazine 
“most useful” in their work, and 

magazine in which they place 
the “‘most confidence.” 


com 
oie 


TOTAL FINANCIAL ADVERTISING 
1955. 


low do 
financial 
advertisers 
rank 


Philadelphia Yo scons [9 sem 


627,000 lines cal 536,000 lines 


In 1955 The Inquirer published the largest volume of financial 
} advertising ever carried in any newspaper in the history of 
: Philadelphia—627,000 lines ...a gain of 60,000 lines over 1954 


..a leadership of 90,000 lines over the second newspaper. 


1955 marked the 22nd consecutive year that financial adver- 
tisers have made the Inquirer their first choice for sales in the 
Delaware Valley, U.S.A. 


First in National Advertising The Philadelphia Mnguirer 


First in Retail Advertising Constructively Serving Delaware Valley, U.S.A. 


First in Classified Advertising Exclusive Advertising Representotives 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
First on TOTAL Advertising CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
oss DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260 


West Coost Representotives. 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshite Boulevard, Dunkirk 5-3557. 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


NEW SALES TITLES that caption a trend toward 
greater specialization in selling can be found in 
almost every day’s news. They are, in many in- 
stances, a direct result of mergers or diversification 
which have made ineffective the use of a whole-line 
salesforce in many companies. 


To cite a few: General Electric’s Large Lamp De- 
partment has created the position of Retail Sales 
Grocery Specialist. The Carboloy Department of 
G-E has appointed a specialist of mining sales. 
United States Plywood has created an Engineering 
Sales Department to work exclusively with manu- 
facturers. Central States Paper & Bag Co. has 
named a v-p in charge of national accounts. 


Our expanding economy is turning many a small 
specialized market into a big specialized market. 
Consequently, companies are finding that it pays 
to assign a full-time sales manager to the job of 
researching and serving them one who can 
become technically and intimately familiar with 
a specialized field and the buying people in it. 


A trend within a trend is seen in the fact that many 
companies are also finding it necessary to put a man 
or a department in charge of national accounts. 
These mean big orders. “hey can’t be covered by 
ordinary territory service. 


FARM PUBLICATION ADVERTISERS were 
undaunted in 1955 by publicity given to the shrink- 
ing income of agriculture. Instead, they established 
an all-time record for farm book advertising by 
spending $53,843,101 for space in the 39 member 
farm publications of Farm Publication Reports, 
Inc. Nearly 200 companies, FPR noted, spent 
$50,000 or more during the year for farm paper 
advertising. Leading the group were General Mo- 
tors Corp., $2.49 million; Ford Motor Co., $1.38 
million; International Harvester, $979,000. 


TREND REVERSED. In the February 15 issue 
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this department said: “Significant perhaps is the 
fact that . . . December 1955 [business] incorpora- 
tions were 3.8% below those of December 1954. 
This is the first decline in comparative months on 
a year-to-year basis since September 1953.” 


Now, Dun & Bradstreet figures show that January 
incorporations of businesses hit an all-time, all- 
month high of 13,363—1.4% over January 1954 
and 15.8% over December 1955. How come? 


CONVENIENCE FOODS continue to get a lot of 
attention, according to James G. Balmer, g-m, 
Harley Earl, Inc., Detroit industrial designers. A 
“cellophane-tape-type” dispenser is now being tried 
out for bacon, so the housewife can buy it by the 
roll, tear off what she needs, and not have to 
struggle to separate “glued-together” bacon strips. 


Also, pancake batter may be less messy to mix. 
The solution is being worked on now. It is pancake 
pellets, one per pancake. Drop as many as you 
wish in oversize container, add milk, shake like 
cocktails and there you are. Another development 
on the horizon: Large cereal and soap cartons may 
be made of heavy foil which will collapse as used, 
thus reducing shelf space required in home. 


SELLING PERFORMANCE of the retail sales- 
people who handle your products is improving, 
according to Willmark Service System, Inc. But, 
the improvement is slight. Willmark’s annual sur- 
vey for 1955 showed them to be 81.7% efficient 
in selling efforts as against 81.3% in 1954. Robert 
M. Bernstein, executive v-p for Willmark, blames 
the poor showing on what might be an attitude of 
complacency in developing better salesmanship. 


Many manufacturers are overcoming retail sales 
laxity by building more “sell” into their products, 
packaging and advertising. The retail salesman is 
being given less and less responsibility for closing 
a sale. Even related selling is being taken out of 
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Significant Trends (continued) 


the retail salesman’s hands as apparel makers start 
packaging shirt and tie, blue jeans, blouse and 
kerchief together. 


BASEBALL SCORES are the latest commodity 
that can be purchased on the installment plan. The 
Baltimore Orioles, in an attempt to bolster home- 
game attendance, is offering season tickets on a 
buy-now, pay-while-you-watch set-up. Peanuts, 
popcorn and crackerjacks will still be sold on a cash 
basis—Diners’ Club cards not honored. 


But the Diners’ Club will make news on another 
front. In Cincinnati it will experiment in sponsoring 
a closed circuit TV presentation of a big sporting 
event, with admission restricted to Diners’ Club 
card holders. 


Soft goods have finally taken a seat on the credit 
bandwagon. Carpeting, draperies and upholstery 
fabrics can now be purchased almost everywhere 
with up to 36 months to pay. Carpet manufacturers 
got behind this last year and succeeded in lifting 
sagging sales up by the bootstraps. In most cases— 
encouraged by suppliers—dealers are arranging for 
the credit. 


In other industries where dealers haven’t been able 
to finance customer credit by themselves—or where 
the sum involved per sale is relatively small— 
manufacturers have been helping out. Kodak and 
Graflex have inaugurated credit plans for their 
dealers. So has Winchester, the firearms maker. 
Even telegrams can now be sent on the cuff. 


It seems that everyone wants to enjoy the tune 
before he pays the fiddler. Consequently, fiddlers— 
and retailers—who demand cash on the barrelhead 
are getting less and less popular . . . and less and 
less prevalent. 


Credit has made inroads into almost every field. 
You can ride a train, fly in a plane, eat a meal, 
buy a drink, purchase gas, sleep in a hotel, take 
a vacation and learn to dance, all on an empty 
wallet. That is, provided you've got the right credit 
cards. People who don’t need credit find it a con- 
venience . . . and those who need it, regard it as 
a “necessity” to modern living. 


“THE GIANTS ARE WINNING” the marketing 
game, said Vincent R. Bliss, president, Earle Lud- 
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gin & Co., Chicago advertising agency. “The big 
marketer is getting bigger and the smaller ones are 
finding the going tougher.” He cited the following 
in a recent talk before the Newspaper Advertising 
Executives Association. 


Television is becoming higher and higher in cost 

. and “it is the big operator who can pay for 
the big programs who also gets the most for his 
advertising dollar.” 


Space Units in printed media are getting larger and 
larger. In “Life’—from 1950 to 1954—the use of 
double-spread advertisements increased 61%, while 
ads of three pages or more increased 1,000%. The 
increase in page ads was less than 30% and there 
was an actual decline from 18% to 30% in frac- 
tional-page units. “This,” said Bliss, “isn’t peculiar 
to ‘Life.’ It just takes more power to make yourself 
stand out, so the advertisers who are big enough 
step up the pace.” 


Buying Policies of large retail chains that may con- 
trol 50% to 60% of the market sometimes freeze 
out all except the few leading brands in a category. 


Bliss offered no panacea for the small advertiser, 
but he did offer this advice on media planning: 


“It’s not the choice of media, but the use of media 
... completely interwoven on the one hand with the 
creative job of conveying the message and on the 
other with the grand strategy of marketing.” 


FIVE COLOR ADS may now be run in “The 
Saturday Evening Post” and “Ladies’ Home Jour- 
nal.” This new practice will allow advertisers to 
make use of gold or silver metallic ink for trade- 
marks, labels or other areas demanding special 
attention. A full-page, five-color ad in the “Post” 
will cost $29,215, which is $2,165 more than four- 
color and $11,070 more than black and white. 


F. W. WOOLWORTH CO., which operated 2,064 
stores and sold $767.8 million worth of merchan- 
dise last year, opened a total of 89 new stores in 
1955—-significantly, 76% of them are in shopping 
centers. This practice, the company says, will con- 
tinue. Woolworth is also converting many of its 
stores to self-service and now has 436 such outlets. 


SALES MANAGEMENT 


A Top Priority Problem for 
The Whole Sales Profession .. . 


Are We Facing a Famine 
On Sales Manpower for Tomorrow ? 


Almost any day now we can expect to see some com- 
pany in the technical field baiting its recruiting hooks 
with a free Cadillac, a membership in a country club, and 
an eight-room split-level home at a $50 a month rental. 
Object: To fill waiting jobs with qualified graduate 
engineers. 


So competitive is the bidding for college graduates 
with technical degrees that thousands of youngsters with- 
out even reasonably promising technical aptitudes are 
wrangling their way into engineering schools only to 
waste a year or more finding out that they’re unable to 
make the grade. 


medicine, architecture, law — con- 
tinue to attract career candidates because of their long- 
standing prestige. 


The professions 


But what about selling? 


Measured against the scope and rate of expansion of 
our national economy, we're on the way to manpower 
starvation. 


Here and there some earnest effort is being made to 
sell selling. at the college level, but it seems obvious 
that these efforts are too feeble and too disorganized to 
make measurable progress in the face of this alarming 
I’ll-have-none-of-it trend. 


It is our firm belief that we must recognize the in- 
difference of young people to the opportunities in selling 
for what it is: a threat to the whole profession. That the 
situation should be attacked on the broadest possible 
basis. That it calls for a new concept of high-degree or- 
ganization under which National Sales Executives, the 
local sales managers’ clubs, private business, and educators 
can be drawn into a strong integrated program. And that 
such a program must be organized on a long-range basis. 


It’s a strange paradox, indeed, that we who are in the 
business of selling are so ineffective in revealing the job 
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satisfactions, the earnings opportunities, the service op- 
portunities, and the future potentials of careers in our 
own field. 


It’s even more of a paradox that the best job of career 
selling today is being done by the technical men. In 
doing it, they have one peculiar advantage: most of the 
companies they represent have Government orders. The 
cost of advertising for recruitment of technical personnel 
can be written off as a cost to Uncle Sam. 


We know that young people are disinterested in selling 
—even prejudiced against it—mostly because of their 
abysmal lack of understanding about selling. Most of 
them have formed their judgments solely from what 
they see of selling: the operation at the retail level, the 
man who comes to the door selling a patented potato 
peeler, the pitch-man on the Atlantic City Boardwalk. 
They know nothing of the wide range of selling jobs 
throughout the whole world of American business. They 
have no way to guess at the extent to which selling 
can and: does reward the man or woman with creative 
imagination. It’s a mammoth job we have to do—that 
of establishing lines of communication with young people. 


Consider yourself, for the next few moments, a ‘Sales 
Manager in Charge of Selling Careers in Selling.’’ Where 
would you start? How would you proceed? What other 
brains would you call on? What research would you 
propose? Do you think this is a job for professional public 
relations people? What kinds of action occur to you 
as practical ? 


Let’s have your suggestions. SALES MANAGEMENT of- 
fers its pages as a clearing house for discussion, When 
and if enough good ideas are offered, this magazine will 
take the initiative to arrange a meeting for a nucleus 
group, with the objective of pulling our present scattered 
efforts together to organize a full-scale national cam- 
paign. 


The Editors of SALES MANAGEMENT 
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Sales Performance Ratios of 
383 Corporations 


1955 gains over pre-war 1939 look impressive for many 
companies—until they are matched against the increase 


in the nation's economy. Check your performance against 
these bench marks. You may get a rude awakening. 


A special study made for Sales Management 


by The Value Line Investment Survey 
published by Arnold Bernhard & Co., Inc. 


During the 1939 to 1955 span, 
about 67% of America’s medium-to- 
large manufacturing corporations 
grew faster than the economy as a 
whole, as measured by Gross Na- 
tional Product. The other one-third 
lagged behind. 

How would you stand in such a 
run-down? Unless your sales jumped 
at least 325%, you were behind the 
average. The entire national economy, 
as measured by Gross National Prod- 
uct, zoomed from 1939’s $91 billion 
to an estimated 1955 total of $387 
billion, or an increase of 325%. 

So dynamic has been the change, 
as a result of many factors (sharply 
increased population, high employ- 
ment at high wages, inflation), that 
some of us are inclined to kid our- 
selves about progress because we don’t 
know what is par for the course. The 
answer is that a gain of 325% is par. 

For 18 years, the firm of Arnold 


Bernhard & Co., Inc., investment 
advisers, New York City, has been 
measuring par-and-performance in its 
service, “The Value Line Investment 
Survey.” SALES MANAGEMENT asked 
Mr. Bernhard and his staff to de- 
velop comparisons for those companies 
on which they maintain records. 
The assignment called for evalua- 
tion of the sales-performance records 
of manufacturing companies prima- 
rily; omitted, therefore, from the fol- 
lowing tables are railroads, airlines, 
public utilities, service organizations. 
Also omitted are many companies of. 
big stature but whose securities are 
not traded on the nation’s exchanges. 
Additional omissions are numerous 
corporations where a substantial part 
of the 16-year gain resulted from 
acquisitions or mergers and where 
1939 figures for predecessor com- 
panies are not obtainable. The selec- 
tion of the 383 companies in 37 in- 


million 


Arnold Bernhard & Co., Inc. 


his company of New York investment advisers is best known for its 
Value Line Investment Survey, which has had a remarkable growth since 
its founding in 1938. Present subscribers number over 15,000 for the $120-a- 
year service, and membership has increased more than 200% since 1950. 
Subscribers include leading banks, insurance companies, trusts and colleges, 
along with brokers and individual investors. The company also manaves 
two mutual investment trusts, The Value Line Income Fund (assets $63 
and The Value Line Fund (assets $10 million). The staff comprises 
125 persons of whom 50 are statisticians, economists and security analysts; 
they keep some 700 stocks under year-round supervision, including those of 
the 383 corporations whose sales performance records are here compared 


with the gains in Gross National Product. 


dustrial classifications was made by 
the Bernhard organization, not by 
SALES MANAGEMENT. 

Here is a brief summarization of 
the 10 companies with the most out- 
standing gains, and a similar list of 
those whose comparisons with the 
GNP are least favorable. Ashland 
Oil, for example, had a sales gain 
from $7.2 million to $245.9 million, 
or a percentage gain of 3315, The 
national gain in GNP was 325%, 
and by comparison Ashland is a plus 
920. Leading the second table, com- 
panies with the smallest growth, U.S. 
Smelting sales increase, 1955 over 
1939, was only 12%, and against the 
325% gain in GNP, the relative 
change is minus 96%. 


Companies with Greatest 
Growth 


1. Ashland Oil & 
Refining 
Food Machinery 
Corp. 
Sylvania Electric 
Corp. 
American Machine 
& Foundry 
Sheller Mfg. Co. 
Joy Mfg. Co. 
Continental Motors 
Food Fair Stores 
. National Container 
). Reynolds Metals 


Companies with Smallest 
Growth 


U.S. Smelting minus 96% 
Glen Alden Coal oi ae 
U. S. Tobacco ; 84” 
Howe Sound gate Sys 
National Dept. 
Stores se 80” 
Crowell-Collier . 78” 
General Cigars " A” 
Kress Stores 7 69 ” 
Montgomery Ward ° 67 
United Shoe 
Machinery Se 

The editors of SALES MANAGE- 
MENT naturally were interested in 
getting a measurement of this maga- 
zine’s progress 1955-1939. Was it a 
laggard? Or did it grow faster than 
GNP? As a reader you may wonder, 
too. The answer was on the 
side. The dollar sales increase 
tising, subscriptions, services) was 
583% in 1955 over 1939. When 
compared with GNP the relative 
increase turns out to be a plus 54, 
which would put it in third place 
among the publishing companies listed 
in the tables following. 

See footnotes at bottom of first 
tabular page for explanations of col- 
umn headings. 


I te Wh — 


good 


( adver- 
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AGRICULTURAL EQUIPMENT BUILDING (cont.) 


Sales Est. % Increase % Est. % Increase % 
Year in Sales in in Relative Year i Sales in in Relative 
Ends 1939 in'55 Sales GNP Change Ends in "55 Sales GNP Change 
20.8 98 4-371 +328 +14 American Radiator |2-3| 343 +- 329 om + | 
International Atlas Plywood .... 6-30 3.3 399A +1109 " +241 
Harvester . 212.4 1110 +423 +30 Carrier Corp. .... 10-3! 7 184 + 1473 ‘i +-353 
4.4 11.8 +168 48 Celotex Corp. .... 10-3! ‘ 7\ + 477 ” 


Eagle-Picher 12-31 9 112 + 332 
AUTOMOBILES Flintkote 12-31 2 101 +- 487 


Chrysler . 549.8 3300 + 1 Holland Furnace .. |2-3! : 31.5 -+ 156 
General Motors ... 12-3! 1376.8 12400 -— ! Johns-Manville .... 12-3! 0 284 

Lehigh Portiand 
AUTO PARTS ; 12-31 ‘ 73 


Sendia Aviciien ... ¢ 4328 4.279 Lone Star Cement 2-3! ; 93 


Briegs & Stretton .. i ae Mesenite 8-31 s 54A 
Campbell-Wyant ._ 12- “ 2 Netione! Gypsum .. |2-31 
Clark Equipment .. |2- # a National Lead .... 12-3! 
Clevite Corp. ..... 

Continental Motors |2-3! 

Dana Corp. 8-31 

Eaton Mfg. ....... 12-31 | . onne 

Sette Adie ie thas - Sherwin-Williams .. | 2-3! 
Elec. Stor. Bat. .... 12-3! J. " oe Spee 
Kelsey-Hayes 8-3! } 3 + 106 encanta 

King-Seeley 7-31 

Libbey-Owens-F. . ./2-3! 

McCord Corp. .... 8-3! 

Midland Steel 12-31 } - 

Motor Products ... 6-30 } + | CHEMICALS 

Motor Wheel 12-31 3 Air Reduction 

National Malleable | 2-3! Allied Chemica! ... 12-31 
Perfect Circle ....12-3! American Agri. 
Raybest.-Man. .... /2-3! Chemical 


Sheller Mfg. ...... 12-31 American Cyanamid | 2-3! 6 455 
Smith (A.O.) 7-31 American Potash .. |2-3! 
Stewart-Warner .. |2-3! Atlas Powder : ‘ 61 
Thermoid Co. ..... 12-31 Columbian Carbon 2-3! ; 58 
Thompson Prod. ... !2-3! Commercial 

Timken Roller 12-31 Solvents - : 55 


Young (L.A.) Spr. 7-31 Diamond Alkali ... |2- 5 112 
Dow Chemical .... 5- 8 470.7A +1656 
BAKING . 81940 + 549 
American Bakeries |2-3! } 4 Freeport Sulphur .. |2- : -+ 600 
Continental Baking |2-3! -} ‘ Hercules Powder .. 
General Baking .. .. |2-3! Ps ° : Heyden Chemical . . 
National Biscuit . . . |2-3! 4 , | Int'l Minerals 
Sunshine Biscuits . . |2-3! | " & GRAM, 2.2000. 6-30 
United Biscuit 12-31 | 3 n Monsanto Chemical |2-31 
Pennsylvania Salt . |2-3! 
BREWING Tennessee Corp. .. |2-3! 
Anheuser-Busch ... | \ L Texas Gulf Sulphur |2-3! 
Falstaff Brewing .. ? \ " ! Union Carbide .... 12-31 
Goebel Brewing ... \ " \ United Carbon .... /2-3! 
Pfeiffer Brewing ... t 5 | U. S. Potash 
Victor Chemical .. . 12-31 
BUILDING Virginia- 
Alpha Portland Carolina Chem. .. 6-30 . 77.5A 


a (continued on page 144) 


Explanatory Notes on These Tables “Relative Change” shows how much, percentage-wise, 
the increase in 1955 sales was greater (or smaller) than 
the increase in Gross National Product, using 1939 as the 
base year. 


Company sales for 1939 are actual; 1955 sales are esti- 
mates by. Arnold Bernhard & Co., Inc., except when 
followed by “A,” which means that actual sales were 
available when the tables were prepared. Reprints of this feature are available through the 

Gross National Product (GNP) was $91 billion in 1939, Readers’ Service Bureau at 20c each. Branch managers 
and is estimated at $387 billion in 1955, or an increase and salesmen who have these manufacturers as accounts 
of 325%. may find the growth records valuable. 
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TH EY’RE IN TH E N EWS BY HARRY WOODWARD 


New Face on l|ke's Staff 


. is a familiar one to many sales executives: He’s Edward Peck Curtis, v-p of 
the Eastman Kodak Co., in charge of his company’s professional motion picture sales 
throughout the world—and generally responsible for sales, advertising and distribu- 
tion in Europe, Latin America and the Far East. But “Ted” Curtis is one of the 
newest additions to the President’s White House staff: He’s the new special assistant 
to the president for aviation facilities planning. It might seem a far cry from his 
industry to his governmental job. But Curtis is a retired major general, shot down 
six enemy planes as a World War I combat pilot, was General Spaatz’s chief of staff 
in Europe during World War II. He has been with Kodak since 1920, began in 
the comptroller’s office. In ’29 he became sales manager of the Motion Picture Film 
Department. A Williams College man, he’s been honored by his alma mater since 
graduation (honorary Master of Arts) and by Hobart College (honorary Doctorate 
of Laws). He also holds the Distinguished Service Cross and the Croix de Guerre. 
Ted Curtis is active in many fields outside his work: He is vice-chairman of the 
board of directors, American Red Cross, has worked for the National Society for 
Crippled Children and Adults and is one of the founders of the Air Force Association. 
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Two Days After College— 
A Salesman Was Born 


“IT drove a little truck and went around nailing up 
signs. But I thought I was a salesman,” says John G. 
McGee. Well, McGee's a salesman now: He’s been 
named v-p, in charge of the Fountain Division of Charles 
E. Hires Co. Included under his control will be the do- 
mestic and foreign sales of Hires’ fountain activities. 
McGee claims he’s worked in every department of the 
company since he joined it in ’38. From Philly he was 
transferred to New Mexico where there was a tremen- 
dous thirst for Hires’ root beer. Then he became assistant 
to the general manager in Philadelphia. “I was the leg 
man. We'd dream up a new sales promotion: I’d go try 
it out in California or New Mexico.” Consequently, he 
“legged” it in all 48 states and Canada. Before becoming 
v-p in 1950 he managed Hires’ Canadian subsidiary. 
McGee is a down-to-earth guy but he won a Phi Beta 
Kappa key. (His wife wears it.) During summers, as 
a teen-ager, he worked in a soda parlor. “I can still 
recite those ‘eight delicious flavors.’ ”» McGee believes in 
old-fashioned selling—the hard way. “We've stepped up 
our training program,” he says, “because many of our 
younger men have missed the hey-day of selling. They 
did most of theirs in a sellers’ market. We'll stress the 
highly competitive nature of the present day in the bev- 
erage industry.’ His hobby: helping his 13-year-old Kathie 
with her English compositions. They work out in the 


pine-panneled study which he planned and executed. 


Ben Franklin Taught Him Salesmanship 


The man who, on page 76, tells you how to write a 
speech, says Ben Franklin taught him how to sell — “It’s 
all in Poor Richard.’”’ And he can quote it, verse and text. 
Ben can rest easy: For Stuart Daniels has been the man 
responsible for selling 9,000,000,000 paper bags, a year! 
Until very recently he was executive v-p and general sales 
manager of Union Bag & Paper Corp. But while the ink 
was drying on his SM manuscript he made news by becom- 
ing president of Georgia-Pacific Plywood Company’s 
brand new subsidiary, Georgia-Pacific Paper Co. It will 
build a kraft paper and paperboard mill, with initial 
capacity of 90,000 tons a year, at Toledo, Oregon. During 
all his business life Stuart Daniels has learned by his sales 
mistakes. At the beginning he used to re-stage every 
unsuccessful interview. He went, through high school 
doing part-time work as a magazine salesman. But his 
first real job was as a sales correspondent for Union. Old 
timers, who knew him then, say he didn’t start off as a 
ball of fire. But all agree he was a student who learned 
from others — and from himself. A dark, thin, wiry 
man he isn’t glib. But even the office boy will agree that 
“he knows his stuff”’ and his stuff is salesmanship. 
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Get your salesmen to rate themselves 
on these 42 factors covering: 


1. PERSONALITY APPRAISAL 

2. SALES SKILLS 

3. ATTITUDES 

4. PERSONAL MANAGEMENT ABILITIES 


The results will be self-revealing to the men, will 
provide managers and trainers with cues for devel- 


oping improved sales and personality training. 


A Self-Appraisal Quiz for Salesmen 


BY JAMES F. BENDER, Ph.D. 


James F. Bender & Associates 


Sales managers face the constant challenge: to stimu- check (\/) before the 3 items in which you believe 
late their salesmen to think about the job they are doing. the majority of the salesmen need training most 
Here is a forced-choice exercise to help a salesman ana- urgently. 
lyze his skills and training needs based on a list of 42 


aspects of the professional salesman’s job. 5. In the fourth space number in order of importance 


Directi 3 to 10 aspects you feel need concentration at present. 
irections: 
Read through the list rT ee Tero ee 


Then in the first space in front of the numbered Set tee we ee nee . Organization of territory. 
items, put 1 before those items you believe are most 

important to the success of salesmen in your com- kee? ais dee deere . Organization of selling time. 
pany; put 2 before those of less importance; put 3 
before those of least importance. (Divide the items 
equally among 1, 2, and 3 designations so that you 
will have 14 in each group.) 


. Know-how of uncovering new 
business. 


. . Self analysis. 
In the second space in front of the items, put a 


plus sign before those items in which you believe . ; 

the majority of the salesmen of your company ex- EE BIS Peeks ee ee . Personality development. 
cel; put a minus sign before those items in which : 

you believe the majority of the salesmen are de- Cees tree tee wc eee . Understanding of sales 
ficient. tures of products. 


4. In the third space in front of the items, put a Sanicie eater LRGs . Words that sell. 
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7. Ways of 


Ability to think constructively 
during a sales presentation. 


. Knowledge of buyer’s preju- 
dices. 


. Ability to classify types of 
buyers according to their 
dominant personality charac- 
teristics (example: “the nega 
tive type’). 


. Ability to build good will on 
every sales call. 


. Knowledge of how to capita- 
lize on the company’s adver- 
tising. 

. Ability to uncover hidden 

values in products. 


° Ability to present product fea- 
tures as benefits. 


». Ability to present “proof” of 
customer benefits persuasively. 


. The attitude that selling 
good teaching. 


. Awareness to be wary par- 
ticularly in the first five min- 
utes of the buyer’s presence. 


. Avoidance of unnecessary de- 
tours in making the sales pre- 
sentation. 


. Adapting each sales presenta- 
tion to the customer s needs, 
rather than giving a canned 


talk. 


. Ability to handle price resis- 
tance. 


. Knowledge and interpretation 
ot company’s sales policies. 


Turning objections into rea- 
sons for buying. 


. Ability to close at the right 
time. 


. The habit of 
backs pay. 


making call- 
. Ability to conduct group sales 
meetings. 


cooper ation with 
management. 


. Ability to 


problems. 


handle personal 


. Belief that teamwork makes 
touchdowns. 


Ability to write excellent let- 
ters and reports. 


. Improvement of voice and 


speech habits. 
. Family relationships. 
. Personal habits. 

Practice of good health habits. 


. Attention to ethics—personal 
and business. 


. Periodic review of personal 
progress as a guide to his and 
his company’s future. 


7. Attitudes towards sales man- 
ager. 


. Eagerness for professional im- 
provement. 


. Management of expenses and 
care of company property. 


. Preparation of 
visual aids. 


personalized 


. Telephone technique. 


. Creating ideas to help cus 
tomers, 


Four ways to use the exercise: 


: 


Distribute it to the salesmen with a letter sugg 
that they may wish to fill it out, simply as a means 
of sizing up the job they are doing. They need not 
return it. (This will stimulate—not all—but many 
of the salesmen to lift their sights, seek outside 


esting 


help, or turn them to a program of self-improve 
ment. ) 


Distribute it at a sales meeting as a survey of sales 
men’s opinions about training needs. (Signed or un 
signed the collected papers will give management 
some interesting information and _ insight. 

port of the results may be shared with the 

to good advantage. 

have the salesmen 
fill it out; tally the results on a blackboard as each 
salesman calls out his answers. (After the tally is 
completed, discuss the results.) 


Distribute it at a sales meeting 


Distribute it by mail or at a meeting with the re 
quest that it be filled out and returned—signed or 
unsigned—as a guide to help management construct 
a sales training or personal progress program fo1 
the salesmen. This is an excellent way to get “identi 
fication.” For management can truly say that its 
decision is based on the salesmen’s consensus. 


This exercise has been used successfully with salesmen 
in many different industries. It has also been presented 
successfully in each of the four ways described. The End 
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TC BY 


CLEANSER / 


Modernized, but retaining familiar 
characteristics of old design, new (L) 
Old Dutch Cleanser trademark girl 


carries a wand instead of a club. 


GOING, GOING, GONE 


the OUTDATED 
Trademark 


Mergers, line expansion, TV, and self-service are 


among the important factors which are combin- 


ing to stimulate a wave of trademark moderni- 


zation. Is your current trademark obsolete? 


BY ALICE B. ECKE 


Consider the power of ‘Tradition. 
Add to it a generous measure of 
Sentiment. Then evaluate the good 
will built up through years of adver- 
tising. 

What you get is a factual and 
emotional analysis of the reasons why 
so many companies hang on to out- 
dated trademarks. 

But today there’s a strong move- 
ment toward trademark redesign, so 
strong that it’s worth-while for all 
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businesses to take a close look at what 
is happening and why. 

‘Trademarks are being restudied 
and reevaluated for these important 
reasons : 

1. The mushrooming of self-service 
retail outlets—shopping centers, super 
markets, super drugstores, self-serv- 
ice department stores, and vending 
machines, where the demand is for 
quick product identification on all 
packages. It is estimated today that 


60% of all products sold through 
food stores alone are sold the self- 
service way. Because of all this auto- 
mation in merchandising, the trade- 
mark has become the most potent 
silent salesman of our American prod- 
ucts, 

2. The trend toward product di- 
versification. Many manufacturers 
have expanded their product lines, 
serving many market fronts. Old 
trademarks sometimes give a false im- 
pression of broader activities and are 
a hindrance to new product identifica- 
tion. 

3. The wave of company mergers. 
Within many industries one of the 
advantages of consolidation is the op- 
portunity to advertise and promote 
under one brand name all consumers 
recognize. This frequently calls for a 
brand new trademark which can serve 
to identify a whole family of prod- 
ucts. 

4. The requirements of new prod- 
ucts. Some manufacturers are finding 
it advantageous to take on another 
trademark—other than the _house- 
mark—they have previously used on 
a specific product and extend its use 
to a new special product. For ex- 
ample, Listerine began as a trade- 
mark for an antiseptic and was later 
extended to toothpaste and mouth- 
wash. (continued on page 35) 
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Utica-Mohawk 


* 
Eye-catching Phoenician ship now representing 
\ the Utica-Mohawk Division of J. P. Stevens & Co., 
P Inc., is said to suggest to purchaser of the com- 
pany’c sheets and pillow cases that when she buys 
a Stevens product her ship has come in. 


a 


I. Rokeach & Sons, Inc. 


A wide variety of grocery specialties in different 
packages demanded a more flexible, more versa- 
tile trademark to identify product family. This 
modern script “ir” establishes a unified theme 
and it is easy to adapt to any type of package. 


S. Blickman, Inc. 


Emphasis is placed on company’s reliability by 
carrying the date of its founding. The figure, 
which features the Blickman “B,” symbolizes the 
company’s function in food service, hospital and 
surgical, chemical and food processing equipment. 


G. F. Heublein & Bro., Inc. 


Animated aristocrats form an “H” for Heublein 
in this new trademark for the makers of “A-1” 
sauce, Smirnoff vodka and other products that add 
spice to life. Trade characters convey idea of 
enjoyment, can be reproduced in small size. 


YSTARTEX 


The star is retained, but the design is modern. The un- 
dulating lines of the tail in the Startex trademark repre- 
sent a stylized bolt of cloth, thus tying in with toweling 
and tablecloths, products of this division of Spartan Mills. 


15, 


— CYANANMID _— 


Old lightning trademark was adopted 40 years ago when 
company made only fertilizers. New encompassing oval 
represents Cyanamid’s diversification into thousands of 
varying products. Design is easily remembered. 
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still blank 


... Which is just what happens 91% 
of the time when industrial salesmen 
call “cold.” But when your salesmen 
call “by invitation” on prospects who 
have studied your catalog in advance, 
they leave with an order four times as 
often. 


This fact makes the questions in the 
checklist opposite very important 
ones to answer...no matter how effec- 
tively you may think your catalog is 
working for you now. 


©) 


Sweet’s Catalog Service 
a division of F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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How effective is your 
catalog procedure? 


Careful answers to these questions 
will tell you. A “no” to any one of 
them is: good reason to review your 
entire catalog program. 


1. Do you have a tested system for 
making sure your catalog reaches the 
important buying influences for your 
products...in the companies with volume 
buying power? 

yes |) no (| 
(Sweet's market-specialized Catalog Files 
are distributed to the companies that 
have over 80% of the total buying power 
in the industries these Files serve. Indi 
viduals who receive them are continually 
checked for their buying influence.) 


2. Does your present system pro- 
vide for the immediate distribution of your 
catalog to every good, new company that 
comes into your market? 


yes () no 

(With daily access to Dodge reports on 
new plant construction, plus continuing 
market analysis and field research by its 
distribution staff, Sweet's spots potential 
new sources of business immediately; 
distributes appropriate Catalog Files to 
them as soon as their buying power is 
known and qualifies them.) 


3. Do you know how many of the 
men who have received your catalog have 
kept it, and have filing systems which make 
it easy for them to find and use it? 


yes (] no [ } 
(Catalogs bound, indexed, and distributed 
in a Sweet’s File are always easy to find 
cannot be misfiled or lost.) 


4. When your customers and pros- 
pects want to compare products, prepara- 
tory to calling in possible suppliers, does 
your system make it reasonably certain 
that your catalog can’t be overlooked? 

yes |. no | 

(Sweet's binds the catalogs of comparable 
products next to each other, indexes each 
one for easy reference. This minimizes 
the chances that any suitable product 
cataloged in a Sweet's File will be over 
looked when ready buyers are searching 
for the answer to a need.) 


5. Are you sure that all of your 
important customers and prospects have 
your current catalog? 

yes no. 
(Sweet’s distributes new Catalog Files 
each year. Every user of a Sweet’s File 
is therefore certain that each catalog 
bound into his Sweet's File provides him 
with the up-to-date and correct buying 
data upon which he can rely.) 


6. Has your catalog been prepared 
to give your customers and prospects ex- 
actly the kind of buying information about 
your products that they should have...and 
will it logically lead them to take the next 
buying action you want them to take: call 
in your salesman or distributor; write to 
you; or specify your product? 


yes | no [] 


(Sweet’s has been designing and produc 
ing market-specialized, action-evoking 


catalogs for fifty years . . . has had notable 
success in doing so designs and pro 
duces more manufacturers’ catalogs, by far, 
than any other company in the world.) 


There is a Sweet's Catalog 
Service office near you. A call 
or letter to any one of them 
will bring you prompt and 
thorough help in making sure 
your catalog...its design, pro- 
duction, and distribution... 
results in more orders for you 
at the lowest possible cost. 


MARCH 15, 1956 


PUBLICATION 


BILL BROTHERS 


PUBLICATIONS 


Bill Brothers Publishing Corp.—publishers of a variety of business 
publications, including SALES MANAGEMENT—recently redesigned 
and modernized its trademark for either one or two-color use. 


5. The influence of high manufac- 
turing standards on today’s adver- 
tising. ‘There is very little variation 
in the quality of nationally adver- 
tised products offered to consumers. 
Rarely is an nationally- 
branded product found in any field 
of manufacture. As the choice be- 
comes more complicated for the con- 
sumer, the trademark takes on added 
importance. 

6. The increased cost of advertis- 
ing. Returns must be correspondingly 
increased for each dollar spent. This 
need focuses attention on the trade- 
mark as a means for tying advertis- 
ing effort to the package at point-of 
purchase. 


inferior 


7. The increased volume of pur- 
chases by consumers. Improved Ameri- 
can living standards have increased 
the typical American family’s pur- 
chases of branded products. Signifi- 
cant are the increased incomes among 
the lower and middle’ majority 
groups. This means that the trade- 
mark operates in a different environ- 
ment—that of a new generation of 
consumers—which places more em- 
phasis on specific marketing attributes 
of effective trademarks. 

8. The stiffening of competition. 
A strong trademark helps to gain 
strategic shelf position in retail stores. 
The average grocery store, for in- 
stance, carries some 3,000 different 
items, lined up shelf by shelf, aisle 
by aisle. A product competes for the 
shopper’s dollar not only with all 
other products in the same category 
but, indirectly, with all other prod- 
ucts in the store. Products with weak 
trademarks are pushed aside by the 
retailer to shift for themselves. ‘The 
trademark in the self-service outlet is 
the most vital element that contri- 
butes to fast turnover. 


9. The mounting cost of salesmen’s 
time. It is necessary that a package 
sell itself through confidence estab- 
lished in the trademark or brand 
name when the salesman is not pres- 
ent. 

To satisfy the increased interest 
on the part of manufacturers in how 
to modernize their trademarks, Koo- 
din-Lapow Associates, package de- 
signers, in January underwrote an 
educational and research program. In- 
cluded in it are the preparation of 
case histories, showing before and af- 
ter packages and indicating effects and 
sales results. They are organized for 
presentation before sales management 
groups, chambers of commerce and 
other business groups. Beginning 
March 20 there will be a series of 
clinics built around the case histories. 
‘They will continue at regular inte 
vals throughout the year. 

“Despite its usual long life, the best 
trademark needs periodic check and 
evaluation,” Harry Lapow, Koodin- 
Lapow’s president, maintains. ““What 
may have been a successful trademark 
for many years gradually takes on 
an old-fashioned look. It may be sat- 
isfactory in reaching the consumers 
who were consumers a_ generation 
ago, but with the great influx of new 
products and new trademarks, the 
emphasis on modern design and the 
rise of a new generation of consum- 
ers, the old-fashioned trademark may 
symbolize an old-fashioned product— 
one which may remain on the shelves 
unnoticed. 

“Many companies are eager to find 
out how to achieve modernization of 
their trademarks, incorporating origi- 
nal recognizable features—so impor- 
tant to maintain—but bring them up 
to date so that they look modern and 
meet the needs of today’s changing 
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How Graphic Calculator 
serves leading industries 


*...one of the best 


SALES TOOLS 
we have ever had” 


The Caterpillar Earthmoving Calculator 
presents 20 variables in one simple-to-read 
slide .. . and Caterpillar customers figure 
costs in minutes. Time consuming charts, 
complicated tables and extensive figuring 
are eliminated ...the correct answer is 
set up on the slide. 

Custom-designed by GRAPHIC, this 
calculator has played an important part in 
Caterpillar’s sales program for ten years. 
It is “. . . one of the best sales tools we have 
ever had,” reports Mr. R. D. Evans, Asst. 
Manager of Caterpillar’s Sales Develop- 
ment Division. 

Hundreds of companies, in every indus- 
try, have found that GRAPHIC visual aids 
are remarkable sales stimulators. What- 
ever your need eee calculators to 
customers’ problems . . . selectors to help 
them choose your product . . . demonstra- 
tors to show your product . . . or visualizers 
to aid in using your product... let us 
show you how a GR APHIC DEVICE can 
solve your problem. Just mail the coupon 
today, without obligation. 


Show it... tell it...sell it 
with custom-designed 
@ CALCULATORS 
SELECTORS 
DEMONSTRATORS 
VISUALIZERS 


GRAPHIC CALCULATOR CO. 
633 Plymouth Court, Dept. $-105 
Chicago 8, Illinois 


solve 


GRAPHIC CALCULATOR CO. 

633 Plymouth Court, 

Dept. S-36, Chicago 8, Ill. 

Please rush free folders which show how 
GRAPHIC DEVICES can be profitable in 
my business. 

NAME 
COMPANY 
BUSINESS_ 
ADDRESS___ 


| American 


Robt. Burns—portrait of poet—adopted a century ago, remains the 


same, 
clear-cut lines. 
brand name stands out. 


market—the rise of the 
great mass into a new monied middle 
class. According to a recent Fortune 
magazine estimate, all in all ‘58% 
of family units today have a real 


| income of $3,000 to $10,000, against 


31% in 1929, Such has been the 
evolution of the class and mass mar- 
ket of George Babbitt’s day in what 
might be called the new all-Ameri- 
can market, this growing middle 
group fringed with what is left of 
the top class and old mass market.*’ ” 

In planning a new trademark or 
modernizing an old one, Lapow pre- 


| sents a number of important points to 


| be kept in mind, some of which are 


quite obvious and some less so, but 


| all of which should be weighed if the 


trademark is to be successful and 
practical. They are: 

1. Is the trademark recognized? 
Recognition is, of course, the purpose 
of the trademark, but instant recog- 
nition—which is the hallmark of a 
good one—depends on special treat- 
ment of line, type and color or the 
unusual concept that makes it differ- 
ent from any other trademark. 

2. Does the trademark register in 
the customer’s mind so that it will be 
remembered? If the idea and treat- 
ment are sufficiently clear, simple, di- 
rect and have a distinctive twist, the 
trademark will not only be instantly 
recognized but consumers will remem- 


| ber it. 


3. Does the trademark stand on its 


| own design—different from all other 
i . 
| trademarks? Since there are so many 


thousands of trademarks, the possi- 


| bility of lawsuit over trademark in- 


*“The Changing American Market” by 
the editors of Fortune, published by Han- 
over House. 


but thistle border and emblem have been modernized with 
Cluttered, old-fashioned appearance has disappeared; 


fringement exists unless it is sufh- 
ciently different to prevent the pos- 
sibility of legal action. 

4. Does the trademark have prod- 
uct harmony? If there is an easy and 
logical transfer from the trademark 
itself to the product bearing it, the 
desired kind of familiarity is readily 
built up. A trademark often can be 
used to symbolize the advantages of 
the product — its durability, its 
strength, its good taste. A symbol, 
carefully chosen and well rendered, 
can make a company or its products 
become familiar to the entire popula- 
tion. 

5. Does the trademark have draw- 
ing power to persuade the customer 
of the desirability of the product on 
which it appears? Once recognized, 
it should continue to attract, through 
its novelty, its humor, its pleasant 
eye appeal, or its distinctive color or 
treatment. Continued attraction builds 
familiarity with the product. 

6. Does the trademark guarantee 
consistency of quality? A trademark 
should function as an assurance to the 
consumer that all products bearing 
that trademark are always of the 
same high standard. 

7. Is the trademark easy to re- 
produce? Apart from its power to 
attract, hold and become familiar to 
the public, the trademark must meet 
the requirements of easy reproduc- 
tion under many different conditions. 
It is reduced, blown up, used on 
package materials, point-of-purchase 
displays, employe equipment, business 
forms, checks, printed and painted 
signs, outdoor posters, electric signs, 
company literature, salesmen’s cars, 
delivery trucks, plaques, pins, certifi- 
cates, gifts and decals. For this reason 
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HERE’S HOW BSN ADVERTISERS 
KEEP CLOSE TO THEIR CUSTOMERS! 


Famed for its expert, exhaustive dis- 
cussion of dealer problems, BUILDING 
SUPPLY NEWS has earned the implicit 
faith and following of its readers. Your 
advertising not only gets read in BSN, 
but your message is believed because 
it appears in the magazine for which 
lumber and building material dealers express the greatest 
respect. 


BUILDING SUPPLY NEWS advertisers get close to their 
dealer customers and prospects . . . because BSN is close 
to its readers. Since BSN is first with dealers it is also first 
with advertisers ... and by a big margin on both counts. 

If you are looking for the most dealer outlets . . . the 


greatest dealer buying power . . . the place to advertise 
is in BSN. 


BUILDING SUPPLY 


© Industrial Publications, tnc., Also Publishers of Practical Builder and other leading buitding industry publications 


S South Wabash Avenue « Chicago 3, Illinois 
Always the First Dealer Merchandising Publication 


Storage space? GS® Call... 


YOUR ALLIED AGENT 


y 


Safe, convenient storage in modern ware- 
house facilities are offered by all Allied 
Agents throughout the U.S.A. and Can- 
ada. This assures full protection for your 
valued possessions until you need them. 


ALLIED VAN LINES « 
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NATION WIDE MOVING 


} 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IIl. 


WORLD’S LARGEST LONG-DISTANCE MOVERS 


the design should be simple and the 
colors should be easily obtained at 
all times. 

8. Is the trademark economical to 
reproduce? Economy as well as ease 
of reproduction is important. The 
simple design solves this problem. 

9. Will the trademark give prom- 
ise of long life? Although the best 
of trademarks must be reviewed and 
reevaluated periodically, review gen- 
erally is concerned with treatment. 
What is accepted style at one time of- 
ten becomes old-fashioned. But the 
basic concept of the trademark should 
have a universal appeal that will re- 
main sound for many years. If the 
trademark itself, concept and all, be- 
comes outdated, it will be a long and 
expensive project to establish a new 
one to a position where it has recog- 
nition value. 


Distinctive Words 


10. Does the trademark which 
carries a phrase or slogan use words 
with distinctive sound? A trademark 
often carries a phrase or slogan. It 
should be easy to verbalize or have 
vocalic alliteration, for many times an 
appealing slogan or phrase can read- 
ily fall into general speech. And that 
is the best advertising any company 
can have. It also can be used to ad- 
vantage in television and radio ad- 
vertising. 

11. Does the trademark lend itself 
to TV? With color TV around the 
corner and black and white already 
so strongly entrenched, a trademark 
that can be successfully used in this 
advertising medium is very valuable. 
It should be designed so that it can 
be easily animated or integrated into 
any number of changing scenes in 
such a way as to dominate whenever 
it appears. Color TV will intensify 
the features of a package such as the 
trademark. In other words, all the 
weaknesses of a package will show 
up on the screen. If, under screen 
testing, the trademark has no impact, 
it should prove to a company that it 
has poor sales value on the retailer’s 
shelf. Color TV can best reproduce 
simple, basic colors. ‘The shades and 
variety of color gradations of the over- 
complex trademark do not reproduce 
with any marked success. 

12. Is the trademark adaptable to 
package design? Since the shift to 
self-service has taken place, the eye- 
catching package has become invalu- 
able. The trademark appearing on a 
package should be in keeping with 
the over-all design and maintain a 
dominant position, permitting at the 
same time harmonious balance. The 
importance of this should be kept in 
mind by companies that produce a 
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Even if you suffer from the above mentioned phobia, we feel that we 


can prove that the number | 3 can be a lucky number. That is, it's 
lucky to the advertiser who remembers that COLUMBUS, OHIO is 


in the vast midwest in the entire nation 


as a test market... . as a test market! 
*The Morbid Fear Of The Numbér Thirteen 


That same advertiser is doubly lucky, when he recalls that 


THE COLUMBUS DISPATCH is 


newspaper in the among ALL U. S. 
rich Central Ohio evening papers in 
Market, and general advertising 
linage. 
These |-3 combinations mean assured results for the smart advertiser 
who gets economic, dominant coverage, with THE COLUMBUS 
DISPATCH. For full information write the General Advertising 


Department! 


THE 
_s 


ace ~ Golumbus Dispatch 


Central Ohio 
Market! Read in More Than 4 out of 5 Columbus Homes Daily . . . More Than 9 out of 10 Sunday 


National Representatives. O'MARA & ORMSBEE, Incorporated New York Chicago Detroit Les Angeles Sen Francisco 
Resort Newspaper Representatives, Inc., Miami Beach 


Where do you find the people who have just 
helped TIME cross a new horizon, the biggest and 
busiest in our 33 years? 

As far-reaching in coverage as old Sol himself, 
TIME now reaches more than 2,000,000 families 
every week.* But because they’re the 2,000,000 
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IN MARKET PLACES 
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TIME. isa member of the saienity in 
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where 


families they are, TIME readers can’t be reckoned 
in numbers alone. Theirs is a very special place in 
the sun. 


Perhaps the most important clue to knowing 
who they are is knowing where they are. 


*And that’s just Time, U.S. A.; we’re not 
counting the almost 400,000 families abroad 
who read TIME’s four international editions. 
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single item and those that manufac- 
ture a variety of products or a family 
of products having dissimilar shapes 
and sizes but packaged according to 
a general design or color theme. 

13. Is the trademark effective in 
black and white? The design should 
be distinctive enough to make the 
trademark recognizable without color, 
since there are a number of instances 
in which the trademark is used in 
black and white: TV, newspaper or 
magazine advertisements and in com- 
pany literature, etc. 

14. Does the trademark lend itself 
to variation? To keep it from be- 
coming static, it should be designed 
so that it can be treated in a number 
of different ways without losing rec- 


ognition value. Whether in line, sil- 
houette or in three dimensions, it 
should always be familiar but still 
flexible enough to take advantage of 
fresh treatment and approach. 

Among well-known companies that 
have already modernized their trade- 
marks or are now restudying and re- 
evaluating them are American Cyan- 
amid Co.; Purex Corp.; General Ci- 
gar Co.; Blickman, Inc.; Startex 
Mills, Inc., Division of Spartan 
Mills; G. F. Heublein & Bro., Inc. ; 
Utica-Mohawk Division, J. P. Stev- 
ens & Co., Inc.; Armstrong Cork 
Co.*; Chicopee Mills, Inc.; I. Ro- 
keach & Sons, Inc. 

Let’s examine the case histories of 
several: 


WORTH SHOOTING FOR 


and Easy to hit, too!.... 
The Billion Dollar Siouxland Market 
46 rich RO age 


centrally locaced, 


|. major 


city, Sioux City, and one 
dominant advertising med- 
jum, Sioux City’s News- 


Papers. 


EFFECTIVE BUYING INCOME 


$1,117,429,000.00 


100,121 ABC CITY ZONE 
781,800 RETAIL TRADING ZONE 


Che Sioux City Journal 


JOURNAL-TRIBUNE 


The Dutch girl, famous trademark 

of Old Dutch Cleanser, whose face 
has been hidden by a big white cap 
since 1905, now happily turns her 
face to the public. 
' Purchased by the Purex Corp., 
Ltd., from Cudahy Packing Co. in 
1955, Old Dutch Cleanser has been 
undergoing product and package test- 
ing and research designed to main- 
tain its strong position in the cleanser 
field. It is the oldest cleanser on the 
market and the first household 
cleanser to be introduced in powder 
form. 

The Old Dutch girl during the 
past half century has symbolized 
cleaning up everything from pots and 
pans to the Axis. For instance, during 
World War II she appeared on 
posters to sell War Bonds. On them 
she was depicted chasing the fleeing 
Hitler and his friends. As far back 
as 1912 she was used by Puck in a 
political cartoon to characterize 
Teddy Roosevelt’s campaign to “clean 
up” the trusts. She has shown home- 
makers how to chase dirt in French, 
Spanish, Portuguese, Chinese and 
Japanese. 


Dutch Girl's Origin 


Cudahy Packing Co., originator of 
the product, first put.it out around 
1900 to replace the “scouring bricks’’ 
in use at that time. The product was 
given the name “Gibson Soap Polish.” 

The story goes that in the home 
of one of the Cudahy executives was 
a painting of a Dutch boy and girl. 
In a lower corner of the wood frame, 
in colored plaster, was the raised, sil- 
houetted figure of a little Dutch girl 
with an upraised stick pursuing a 
goose. With her plump, aproned fig- 
ure leaning far forward and_ her 
wooden clogs widely separated in a 
determined stride, the little girl was 
a picture of energy. The company ex- 
ecutive was suddenly struck by the 
possibilities of the Dutch girl for both 
trademark and product name: Dutch, 
a people known for their cleanliness 
..- Old Dutch Cleanser. The “‘chases 
dirt” quickly evolved from the girl’s 
goose chase. Thus, in 1905, came into 
being the trademark that throughout 
the years has become famous and 
loved until, indeed, it is now part of 
America’s folk lore. 

There have been many changes in 
housekeeping methods over the years. 
These new methods call for prod- 
ucts designed specifically for them. 
Through the years Old Dutch 
Cleanser has kept pace with formula 


*“Face Lifting the Armstrong Trade- 
mark,” p. 40, SALES MANAGEMENT, March 
1, 1955. 
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Perrygraf Helps U. S. Rubber 
Salesmen Do Better Job in Less Time 
When U. S. Rubber discovered that 
salesmen were spending more time an- 
swering questions about Koylon mat- 
tresses than in actual selling, they turned 
the problem over to Perrygraf. Perrygraf 
designed and built a Slide-Chart that 
answers customers’ questions—and U. S. 
Rubber’s problem. 
“This quick and easy method of giving 
correct information is a big time-saver 
for salesmen,” says U. S. Rubber. 


Perrygraf Computer 
Gets Inquiries from Key Men 


W. C. Dillon & Company has an 
important message for relatively few 
hard-to-reach men. To reach these pros- 
pects, Perrygraf designed and produced 
a Tensile Strength Computer. 

““Key men who had ignored our 
advertising became interested through 
the Tensile Strength Computer,”’ Dillon 
reports. “Inquiries came from the very 
men we wanted to reach, not from curi- 
osity seekers.”’ 


Slide-Chart Graphically 
Demonstrates Complex 

Market Data for Chicago Sun-Times 
Perrygraf took some complex statistics 
and made a graphic, readily-understood 
Market Coverage Calculator for the 
Chicago Sun-Times. Busy ad men pull 
the slide to any combination of papers — 
and read total coverage of market, with 
probable overlap of circulation. Thus 
Perrygraf simplifies the Sun-Times 
theme: “‘In Chicago, it takes two!”’ 


Related-item Selling 
Builds Orders for Westinghouse , 
Combining 30 different household items 
into a carload order sounded like a tough 
assignment. But Perrygraf designed and 
produced a slide-chart to take the guess- 
work out of the job. By moving a slide, 
customers can aggregate a full carload of 
Westinghouse products into single total. 
The result: By demonstrating freight 
savings, Westinghouse produced a real 
increase in orders. 


Customers Select Standard Items— 
with Help from Slide-Chart 


Customers feed their own data into the Valve Selector 
designed by Perrygraf for the Henry Valve Company. 
Answers are in standard Henry items—simplifying sell- 
ing and helping Henry build a price advantage. 

Like many other designs produced by Perrygraf,? 
originators of slide-charts, this one proved a real sales- 


builder for Henry. 


Roebling’s Slide-Chart 
Injects Product at 
Strategic Moment 

Roebling needed a method of telling 
prospects when to replace elevator cables 
—and whom to call. Perrygraf devised a 
simple method of doing both jobs—and 
Roebling salesmen were Johnny-on-the- 
spot when replacements were needed. 

No wonder over 14,000 Perrygraf 

slide-chart designs have been ordered 
and re-ordered by industry! 


Here’s a valuable collection of 


General Electric Makes Sure 
Its Customers Get Good Service 
Keeping the product sold was the 
assignment of this Perrygraf-designed 
and built Calculator. By setting feeder 
lengths on slide-charts, customer -can 
determine line-drop—and get direct read- 
ing on voltage regulators needed. 
This is one of 40 Perrygraf slide-charts 
used by General Electric—which has 
repeated its orders on many of these 
designs. 


SPECIAL OFFER FOR 
FAST ACTION 


Slide-Chart success stories... with direct 
applications to your sales problem. Upon 
request, Perrygraf will mail you its fasci- 
nating Idea Starter Kit...together with 
sample slide-charts from your own in- 
dustry. No cost...no obligation. Write for 
your free Idea-Starter Kit...today! 


PERRYGRAF CORPORATION 


Founders of the Slide Chart Industry—over 5,000 copyrighted designs 


Dept. 103—1500 Madison Street-—Maywood, Ill.—Fillmore 3-0233 


Dept. 103—150 S. Barrington Ave.—Los Angeles 49, Calif.—Granite 2-9541 
Boston, Belmont 5-4729 « Buffalo, Madison 6017 + Chicago, Fillmore 3-0233 « Cincinnati, Plaza 1-4218 
Cleveland, Ontario 1-9840 »* Detroit, Tuxedo 2-2472 « Kansas City, Victor 2-6580 « Minneapolis « Los 
Angeles, Granite 2-9541 » New York, Bryant 9-9120 « Philadelphia, Kinsly 6-3791 « Portland, Twinoaks 

5165 « St. Louis, Harrison 7-1665 ¢ San Francisco, Yukon 2-6641 « Seattle, West 8347 
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If you want action now...without obli- 
gation...write me today. Outline your 
sales problem and give us any convenient 
data. We will tell you promptly how your 
Slide- Chart can be made to solve your 
problem—using our know-how to increase 
its effectiveness and cut its cost. This of- 
fer costs you nothing—so write me today. 

L. E. Perry, President 


SLIDE-CHARTS 


Quick Facts for Stronger 
Simpler Selling 


Selling construction products? 


Let this man spot the buyers for you 


Ask certain big manufacturers 
in Milwaukee and Peoria about 
Ralph L. Johnson. They’ll say, 
“He’s one of the top distributors 
in the country.” Or, “He knows 
the New York-Connecticut market 
like the palm of his hand.” 

He is also one of 104 local dis- 
tributors who hand-pick Construc- 
tion Equipment circulation. How? 
Let Ralph tell it: 

‘Our 31 salesmen cover hun- 
dreds of firms which use construc- 
tion products. They find out which 
men in each firm decide brand pur- 
chases. These key buyers receive 
Construction Equipment with our 
compliments. We pay the costs.” 


@@ese@eee eoeeoede0ee eee eeseeeeee © 


“Time and again I’ve seen how 
Construction Equipment helps us 
sell. It gets to the right people— 
and tells them what they want to 
know about practical work ips 
and new products.” 


Construction Equipment’s 104 
distributors blanket the North 
American construction market. 
They can direct your advertising 
to 57,000 buyers of equipment, 
materials and supplies. 


Many of our 350 advertisers sell 
through distributors. Some sell di- 
rect. But they all agree: there’s no 
circulation “waste” in a magazine 
paid for by local market experts. 


Distributor Ralph L. Johnson 
shows tractor to sales prospects. 
His firm, H. O. Penn Machinery, 
operates five sales centers around 
Greater New York. Diversified 
lines include power shovels, ce- 
ment bins, wire rope. 


Construction 
Equipment 


205 EAST 42nd STREET 
NEW YORK 17, N. Y. 


A CONOVER-MAST PUBLICATION 


changes to meet changing needs. But, Waseite iM a’ one of the 
the little Dutch girl’s old-fashioned AUN tS 
appearance belied the modernization PSU ML, 3 "EIRST 100 MARKETS" 
of the product. tht on 

When Purex took over, it was quite 


natural for management to want to ’ if . QUAD-CITY POPULATION 


change the trademark to a happy, 


modern Dutch girl who depicts the ih TH 

ease of cleaning with the modern Old yy 

Dutch Cleanser. Wie §h | 3 b 
Purex merchandising policy has al- aay 

ways been to throw the spotlight on : \ 


point-of-purchase. ‘Therefore, every BS hs 
effort was made to create a new trade- Wee Among Sales Management's 166 
mark that would stand out on the Tie 
retail shelf and demand its share of } Standard U.S. Metropolitan 
attention in the face of stiff compe- ay 
tition. 

The new Dutch girl is much larger 
than the old one, and takes dominant 
position on the package, to insure rec- 


County Areas 


57% LIVE ON THE 


ognition from a distance. ILLINOIS SIDE 


Line Building Quad-Cities' Largest 


> ‘Combined Daily Circulation 
Purex management had another ob- 


jective in changing its trademark: to li Di t h 
give the Old Dutch Cleanser pack- a The Mo ine ispa C 
age a family resemblance to other , 
products made by the company — Th - k | | d A 
Purex Liquid Bleach, sa Dry e oc sian rgus 
Bleach, ‘Trend (a light-duty deter- ' 
gent) and Trend-Liquid—and so use ee a eee 
the modern technique of having each 
product in a line build sales for other - — 
items in the line. 


The new Old Dutch trademark, Designed by Raymond Loewy 


although individual and still retaining 


the recognition features of the old = Produced for 
trademark, has achieved family re- if 5 Rena ~U Y 
semblance to the other products in i re | | CANADA DR 


the Purex line. 
The trademark is no longer a sil- 


houette of a stocky woman leaning ; wie 

forward in her great effort to use “a canton 

big stick” to “chase dirt.’’ Today the al Se “| 
rey 


Dutch girl is slender, shows her face 558s 
and holds her head high as she car- 


The New Canada Dry 
ries only a wand to symbolize that Decoration Panel 
she no longer needs to work so hard ae. nn ide DECAL WINDOW VALANCE PROGRAM 


because, “like magic,” Old Dutch eBags 


. es Soar" 4 ri r val am carries 
Cleanser ‘“‘chases grease and grime — HH A decal store window valance program c 


and “rinses speedily.” — a t} your —— directly to the point + meg 
The bulky hood that hid the Dutch : HH the advertising space 1s yours withou st. 
girl’s head has been replaced by a MEATS wi eran snts ey ee te gor “art 
> > 4 <q . 7 ~ < < u . 
light cap with perky wings folded back i _— et uce - a Secreinanees 
to reveal golden hair and a mischie- "AD ” Book FREE RS eee ae ae ia aiilie 
vous, happy face. The dress is dark visor Boo ample selection of store privilege panels, wit 
liens tues a Matai then died de There’s no cost or obliga- —_ strong emphasis on the new Canada Dry shield. 
a an 7 aA ages ag: tion to get the full facts The new decal valance program ties in with 
full i pfs s ~ a 4 F st 7 about Meyercord Decal Canada Dry’s truck signs and other advertising 
ey | i ag Ry: gat eer Service and facilities. Send media. Whether your requirements call for a 
a plump waist, it Is stiff and perky, for the Meyercord “AD- simple spot window decal sign or a full fledged 
neatly fitting a tiny waistline and | visor” book... just 4.031 window valance cam: ... same 


: = — * is thite netti- | st i m your com- : , : 
showing a wee bit of a white petti De Shcdiend Drop us __ full story on Meyercord’s complete art, creative, 
coat. A white collar and dainty white pany , engineering and production facilities. 


: : ! 
apron tied with a saucy bow are out- a note today! 
lined sharply in black. The red 
; : : : shen DEPT. P-203 
wooden clogs still look familiar but ¥ tae MEYERCORD co. i conde Gain ie 
they, too, have been sharpened. Lu, bs Z t-Decaleomaniin Manufacturers ; 
pA i « . CHICAGO 44, ILL. 
The bright blue, white and:red of 
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the trademark stand out strikingly 
against bright yellow, background 
color of the label. Characteristics of 
the cleanser are printed in the red 
shoe shade: “chase grease and grime” 
and “speedy rinsing” on yellow; 
“‘foams—bleaches” on the block of 
white on the blue skirt. 

The lettering of the word “Dutch” 
is another example of modernization 
without too much change. Scarcely 
noticeable are the small changes which 
make the letters sharper and there- 
fore easily read. 

The red, blue and yellow of the 
label are the same colors used on other 
Purex household products. This pro- 
vides continuity and promotion value 
on the shelf for the Purex family. 

American Cyanamid Co. intro- 
duced its new trademark in January 
in its institutional advertising series 
in The Saturday Evening Post, Read- 
er’s Digest, Time, United States News 
& World Report and Business Week. 

The word “Cyanamid” in a long, 
flat oval replaces the fist holding 
. lightning bolts, adopted by the com- 
pany as its symbol more than 40 years 
ago. 

When Cyanamid manufactured fer- 
tilizer as its only product, the fist 
holding lightning bolts was considered 
representative since vast quantities of 
electrical power are necessary for its 
manufacture. 

Over the years, however, growth 
of activities that now include more 
than 40 plants operating many dif- 
ferent processes, and with diversifica- 
tion of products that number in the 
thousands, have made the old trade- 
mark inadequate. Cyanamid’s thou- 
sands of products are used by vir- 
tually every industry that uses chemi- 
cals, as well as by companies in the 
agricultural field and the medical 
profession. 

Cyanamid management estimates 
that the changeover within the com- 


Trademark Registrations 
Leap 14% in 1955 


In 1955, 18,212 trademarks were registered, compared with 15,954 
in 1954—an increase of 14%. Applications for trademarks totaled 
21,682 in 1955, compared with 20,651 the previous year. 


To mark the Diamond Anniversary of the enactment of the first 
Constitutional trademark law, a three-dimensional exhibit—Trade- 
marks and What They Mean to You—was open to the public from 
January 16 through February 10 in the lobby of the Department of 
Commerce building, Washington, D.C. From Washington it was sent 
to the School of Business Administration, Atlanta, and thence to the 
north balcony in Grand Central Terminal, New York City, where it will 


Times Co. 


public recognize its products. 


remain until a schedule for a national tour is completed. 


Prepared by the Information Committee of The United States 
Trademark Association with the Trademark Division of the United 
States Patent Office, it traces the story of trademarks from their origin 
in ancient times to the present day. Companies sponsoring the exhibit 
include Bristol-Myers Co., The Coca-Cola Co., The Curtis Publishing 
Co., Eastman Kodak Co., International Business Machines Corp., 
International Harvester Co., Johnson & Johnson, The New York 


In opening the exhibit, Under Secretary Walter Williams had this 
to say in his praise of the role of trademarks in American business: 
“It is the most valuable and most irreplaceable asset any business 
can have. Priceless beyond appraisal, the trademark represents a 
company’s reputation—guarantees its standards of quality—helps the 
When ownership of a trademark is 
lost, so too are all those hard-won distinctions.” 


pany from the old trademark to the 
new one will take approximately one 
year for the company’s entire product 
line — official stationery, labels, divi- 
sional advertising, and hundreds of 
other items. 

General Cigar Co., Inc., maker of 
Robt. Burns, White Owl and Van 
Dyck cigars, has within the past sev- 
eral years gradually modernized all 
of its nationally-famous trademarks. 

This was indeed flying in the face 
of tradition, for cigar packaging is 


Shake hands with the world’s BIGGEST farmers! 


Wallaces’ PAPERS AND MAGAZINES CARRYING 

Farmer FARMING INFORMATION WHICH IOWA 
FARM OPERATORS WOULD CHOOSE IF 
THEY COULD “TAKE ONLY one.”** 


Farm 
Mag. 8B 


4.9% 3.9% 
bas 4 


Newspaper 
8B 


*From “inFarmation No. 2'', an area sampling survey con- 
ducted by the Statistical Laboratory of lowa State College. 


FARMING is Iowa’s biggest 
industry, producing income in 
excess of $2 billion a year. Elmer 
H. Meyer, Cedar County, is typi- 
cal of the audience of the ‘“‘world’s 
biggest farmers’”’ you reach when 
you advertise in Wallaces’ Farm- 
er and Iowa Homestead. It’s the 
publication practically all of them 
subscribe to and depend on, more 
than any other. 


WALLACES’ FARMER acc IOWA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 


one of the oldest standard types of 
packaging. Tradition, government 
regulations and appeal to an all-male 
market have all figured in establishing 
industry packaging practices. 

Because of these industry factors, 
the accomplishments of General Cigar 
Co. in modernizing its trademarks 
have special significance for com- 
panies concerned with the relationship 
between packaging and merchandising 
leadership. 

The company’s policy since 1918 


SALES MANAGEMENT 


hy are New York women 


who read The News SO well dressed? 


That’s simple! They buy more clothes than any other women 
in New York. They also have more families, homes, cars, charge 
accounts, and buy more of almost everything. If you want to sell 
women in New York, The News is your best salesman anyway 
you figure—and works at the lowest cost. 

In fact, if you do business in New York, you should see the 
survey of newspaper readership made by W. R. Simmons & 
Associates Research, Inc. It’s the largest, most thorough and 
comprehensive, most scientifically conducted study ever made! 
To get a representative sample of who reads what newspapers, 
and their worth as customers, 10,345 people were interviewed. 


To get the realistic picture of this market and its newspapers as 


media, you should know about this survey. Ask your advertising 


agency or any New York News office to show you ° 


“Profile of the Millions” 


‘ ie . ee ; ; A 
T HE [a NEW ~ New York’s Picture Newspaper. .. with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 

220 East-42nd St., New York City... Tribune Tower, Chicago... 


155 Montgomery St., San Francisco...1127 Wilshire Blvd., Los Angeles 
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Within the past year 


1,730,000 bought street dresses 
520,000 bought suits 

1,140,000 bought skirts 

1,340,000 bought blouses 

1,040,000 bought coats 

2,010,000 bought stockings 

1,990,000 bought shoes 

1,280,000 bought hats 

1,210,000 . . . childrens’ clothing 

1,260,000 . .. foundation garments 


( The above figures refer only to the 2,290,000 
women readers of the Daily News who live 

in New York City and suburbs. Copyright 
1955 by News Syndicate Co., Inc.) 


Hot off the presses 
and yours for the asking! 


The 10th annual 


CONSUMER ANALYSIS 
of the free-spending St. Paul market! 


It’s ready and waiting . . . and it’s brand new, from cover to 
cover! 

The full-of-facts 1956 St. Paul Dispatch-Pioneer Press Consum- 
er Analysis Survey will tell you just how YOUR product rates with 
the 436,900 people in the St. Paul “half’’* of the Twin Cities mar- 
ket who spend $1,073 retail dollars every minute . . . $564 million 
a year! 

This comprehensive, razor-sharp study reveals shopping habits 
and brand preferences for more than 150 products, from batteries 
to bleach, groceries to girdles, mascara to motor oil. 


And it’s yours for the asking. Just contact your Ridder-Johns 
representative or write on your company letterhead to Consumer 
Analysis, Dept. D. 


DISPATCH 


Ri DBODeER NEWSPAPER 


PIONEER PRESS 


*“Ramsey and Dakota counties 
Source: May 10, 1955, Sales Man- 
agement Survey of Buying Power. 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


SALES MANAGEMENT 


has been to concentrate on a few 
brands and to support them with in- 
tensive national distribution, adver- 
tising and sales effort, which is inte- 
grated with an aggressive merchan- 
dising program. 

“Millions of cigar smokers,” says 
General Cigar Co. management, 
“have their choice of many brands 
displayed in and on top of the cigar 
case in retail outlets. It is cur basic 
aim to get the largest possible num- 
ber of them to become regular de- 
votees of ours. With this singular 
objective as our goal, the modernizing 
of our familiar trademarks was spe- 
cifically geared to accentuate their 
eye appeal and thereby achieve strong- 
er brand identification and sales im- 
pact at point-of-purchase.” 

In addition to the hundreds of 
thousands of traditional cigar outlets, 
super markets are becoming an impor- 
tant factor in cigar sales as a result of 
the growing trend toward self-service. 

Through the years General Cigar 
has been alert to the changing trends 
in consumer buying habits and cigar 
merchandising. It has been a leader in 
blazing a new trail both in packaging 
and design without necessarily entail- 
ing a radical departure from the tra- 
ditional cigar-box appearance. This, 
in turn, has led to new merchandising 
techniques with highly encouraging 
sales results. 


Today's Challenge 

The successful trademark, which 
plays such an important role in the 
sales picture, is characterized, then, 
by simplicity, distinctiveness, flexibil- 
ity and practicability. These, how- 
ever, remain no more than abstract 
terms unless they are translated into 
action. An inactive trademark can 
eventually cost thousands of dollars 
in wasted time and money. If a com- 
pany hesitates to make a break from 
a well loved and familiar trademark 
with which it has built business, it 
has only to look at today’s changing 
market. It doesn’t take long to con- 
clude that it is necessary to be certain 
that trademarks are brought up to 
date, to make them equal to their 
added _ responsibilities. 

The ultimate selection of a trade- 
mark should be made with a clear 
understanding of the type of mark 
that would be the most appropriate. 
A trademark should not be adopted 
until it has been tested and applied to 
a company’s specific needs and has 
proved effective in those applications. 
Time spent at the outset in analyzing 
a company’s business, its products or 
product and its market will pay off 
later on. Just any trademark will 
not do. The End 
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new display dimensions 
get selling action... 


at counter-card cost! 


& 


» 6 


e 
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duplays 


... bring to life the saleable features of 


every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design— infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


HICA\CS5C ) 
SHOW 


CHI 
CAGO e NEw YORK e DETROIT 


KA 
NSAS ciTy » PHILADELPHIA 


rinCipa ties 


CHICAGO SHOW PRINTING COMPANY + 2660 N. Kildare Ave. + Chicago 39 


U. 8. Patent Nos. 2555086 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 


DEATH OF A SALESMAN. Field Sales 

Manager Lawrence B. Tauber started 
meeting by introducing new salesman, Jim 
Smith. Short time later Smith sounded off. 
Tauber shot him. 


TAUBER HAD GOOD REASON. Dur- 

ing “usual” reading of routine reports, 
Smith yelled in disgust: “This outfit is like 
all the rest . . . no imagination.” Tauber 
drew and fired. 


AUDIENCE DIDN’T KNOW that Smith 

was an actor—one of ten hired by Tee- 
Pak. Doctor finds Smith not hurt, but 
suffering from “gripe-itis.” Before medic 
can operate, Tauber comes up with cure: 
“Tee-Pak’s 1956 sales program,” 


Ready to be bored by the annual "inspirational" sales meeting, 


Tee-Pak, Inc., salesmen dutifully waited for the speeches to 
begin. But, this Chicago maker of meat casings (and skins 
for ''skinless'' hot dogs) surprised everyone by using actors 
and pretty girls to introduce its '56 sales program. Somber 
expressions changed to smiles, Tee-Pak got its selling points 


across, and in the process it proved that .. . 


GOOD and FUNNY! 


“THIS IS IT,” says Tauber to Smith. “This 

is your medicine for 1956.” Smith, now an 
elated salesman, bursts into song, with girl 
vocalist. They did parody on Cole Porter’s 
“This Is It.” 


“WE'LL PIRATE BUSINESS from com- 

petitors,” was one campaign point. To 
demonstrate, costumed actress chases Russian 
commissar (note vodka bottle). 


SMITH TAKES TO PIRATING. Chasing 

competitors appeals to him, too, so he 
dons pirate costume and takes out after com- 
missar. Chase was repeated throughout pro- 
gram.’ (See next page.) 
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Sales Meeting . . . GOOD and FUNNY 
(Continued) 


7 SMITH SINGS “A Pirate Gets What 
He Wants” to tune of “What Lola 
Wants, Lola Gets.” He’s assisted by tal- 
ented songstress Elaine Rodgers. By now, 
salesmen in audience get the idea that Tee- 
Pak wants what competitors have. 


SMITH COUNTS, the girls smile, as Sales 

Manager Tauber reads the list of Tee-Pak’s 
new products for 1956. Growing fond of his role 
as a pirate, Smith is planning to use this new am- 
munition to sink competitors. 


NEW PRODUCT’S FEATURES were 

pantomimed. In this case, it is a new 
sausage casing film which shrinks tightly 
to meat product when properly heated. 
Actress shrinks after kiss. 


10 STRONGER THAN SHE LOOKS, actress uses judo 

to throw her boyfriend. Recovering from his surprise, 
he says: “You certainly have become strong since your 
molecules were rearranged.” Skit was about new, strong 
plastic film for meat. 


12 NEW SALES TECHNIQUES and effective methods 

for answering customers’ objections were demon- 
strated in skits such as this. Dialogue was kept humorous, 
but salesmen in audience were quick to grasp the ideas. 
(For finale, see page 54.) 


1 SHOP TALK is preferred above other pleas- 

ures by Tee-Pak salesmen—according to skit. 
Girls want to dance; men want to discuss Tee-Pak’s 
new products. One salesman, however, is ready to 


please his girl. 


Yes, there are several Jacksons 


but only one JACKSON, MICHIGAN 


e Many know Jackson, Michigan, but with sev- 


eral Jacksons in the United States, perhaps 
there are some who should have more infor- 
mation about this market. 

Here is a market with people ready and 
able to spend for all kinds of commodities. 


In 1954 Jackson county retail sales totaled 
$158,063,000. Last year’s figure, when avail- 
able, will reveal a robust increase over this 
tidy sum. 


Industry is expanding. City engineer’s office 
reports permits for seven new plants and 13 
remodeling or expansion projects. 


Local unit of a nation-wide department store 
group is completing a $1,000,000 addition to 
its present large building. 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


Located in central-southern Michigan in a 
market with a prosperous, willing-to-buy 
population of 179,190* 


Average weekly wage of production workers 
employed in manufacturing for the first six 
months of 1955 was $92.23, according to the 
Michigan Employment Commission. That’s an 
increase of 9.5% over 1954. 


With some 40,000 people regularly employed, 
earning good wages and salaries, Jackson is a 
top market for all types of consumers’ goods. 


Your product, too, will sell in this market if 
backed by a consistent advertising schedule in 
Jackson Citizen Patriot, the newspaper read 
by 97% of the families in the retail trade area. 


Learn more about the Jackson, Michigan, 
market and its only daily and Sunday news- 
paper. Write or call your nearest Booth office. 


*ABC Total City and Retail Trading Zone. 


SPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280 % Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11} 
Superior 7-4680 © Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401 ¢ William Shurtliff, 1612 Ford Bldg., Detroit 26, Woodward 1-0972,, 
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* 13 WHAT’S WRONG HERE? This skit 
showed what a retail level merchandising 
program should not contain... Oversize signs, 
superlatives in copy, reference to company’s 
founding date (1893). 


1 “HOT DOG,” say the salesman and the 
customer. This is merchandising Tee-Pak 
style. Unit is a brand new refrigerated case . 
designed to sell hot dogs plus related items— 
mustard and buns. ad 


Sales Meeting . . . GOOD and FUNNY 


(continued) 


7 15 READY FOR THE FACTS. Tee-Pak salesmen, 

with interest aroused, are now ready for the 

technical data they’ll need to sell the new products. 

Fred Pool, plastics division manager, has the help 
of big poster. 


16 HAPPY ENDING to a meeting that started out as a bore. Salesmen smiled, laughed, applauded, had fun— 
and learned all about Tee-Pak’s sales program for 1956. Take ancther look at the picture on the first page. 
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Perfectionist 


Paul Stewart just isn’t the fictional 
account executive. 

Paul’s a quiet man. He seldom raises 
his voice and seldom 
hurry. His mind is as orderly as his 
desk. 

Paul is a man of practiced pre- 
cision, and has been since he came 


he seems to 


here in 1928. 

Today, supervisor of the 
Burroughs Corporation, National 
Steel Corporation and Weirton Steel 
Company accounts, he defines his job 


as 


as “trying to know all there is to 
know about the client’s business and 
applying to it all there is to know 
about the advertising business.” 

From broad campaign ideas to 
minutest production detail Paul lives 
that definition. After all, there is no 
degree of perfection. So Paul, for all 
his attention to detail, doesn’t quibble 
over minutiae just to throw his weight 
around. If an advertising idea is good, 
it must be produced perfectly. That’s 
all. 

Actually, this unrelenting demand 


Detroit 


CAMPBELL-EWALD Advertising s... bra." 


Washington « 


for quality begins with the idea. Paul 
will gamble on a good one, and there’s 
nothing of the defeatist in him. Which 
means, in effect, that he places no 
limitations on his creative colleagues. 
And when he commits himself to an 
idea, he follows through on it. 

This professional perfection is no 
fetish with Paul. He doesn’t wear it 
like a merit badge. It’s second nature. 

Service is a tradition with Camp- 
bell-Ewald. Paul’s job is service. To 
him there’s only one way to serve. 
Perfectly. 


Los Angtles 
Dallas ¢ Kansas City 


New York ¢« Chicago ¢ 


Atlanta « 


Tower for TWO -in Texas 


Rival TV stations call a truce long enough to collaborate 
on a mutual problem: that of managing costs and Govern- 


ment negotiations to obtain better telecasting facilities. 


Here’s one of the tallest of tall 
Texas tales—and it’s as authentic as 
a 10-gallon hat. 

Two bitterly competitive TV sta- 
tions recently laid down their six- 
shooters long enough to build a 
1,521-foot tower for their joint use. 

The stations are WFAA-TV and 
KRLD-TV, owned, respectively, by 
rival newspapers, The Dallas Morn- 
ing News and The Dallas Times- 
Herald. The word “rival” is an un- 
derstatement. ‘The two papers—and 
their radio-I'V stations—have spent 
much of their time trying to beat 
each other to the draw ever since they 
have been in business. 

But the day came when both 
KRLD-TV and WFAA-TV needed 
new telecasting facilities that would 
reach higher into the blue Texas sky, 
and permit their programs to cover 
a wider trade area. 

Each station wanted to build the 
tallest tower Government regulations 
would permit. But each faced two 
problems: (1) high cost and (2) 
probable difficulty of obtaining Gov- 
ernmental consent. Presumably Gov- 
ernment would anticipate 
the rival station’s immediately asking 
for a second tower at least as tall. 

At this point, a simultaneous elec- 
trical impulse hit the brains of top 
at both stations. Why 
not a joint tower? It would halve 
the cost, make a Governmental per- 
mit easier to obtain. Engineers of both 
stations could pool their technical 
knowledge and experience. 

Foremen of the rival stations met 
for chuck, and discussed the matter. 
Outcome was a partnership enter- 
prise. 


agencies 


“cowhands”’ 


Three hundred four acres of what 
is probably the highest East Texas 
land between the Red River and the 
Gulf of Mexico was purchased at 
Cedar Hill, 16 miles southwest of 
Dallas, for the tower. 

The new partners were getting 
along fine—until, during conferences 
with RCA, a delicate question arose: 
When the tower was built, who 
would be at the top? To this each 
station answered, in effect: ‘What! 


take second place to that low-down, 
ornery such-and-such? No, suh!” 

Then someone asked RCA engi- 
neers whether it would be possible to 
construct a tower with a sort of two- 
prong top, giving both stations an- 
tennas of exactly the same height. 

Engineers replied that though this 
never had been done, it was an idea. 
‘They agreed to experiment, if WFAA 
and KRLD would pay about $22,500 
for research; they would spend $40,- 
000 extra for a candelabra-type in- 
stallation should it prove feasible. 

Both stations liked the plan. Ex- 
periments were successful and under 
RCA direction the Dresser-Ideco Co.., 
Columbus, O., designed and _ fabri- 
cated Hill Tower. This 1,521-foot 
electronic cloudscraper is topped with 
an 80-foot platform bearing two RCA 
high-power antennas of the same 
height, side by side. Over-all cost of 
this unique tower — completed in 
October 1955—was about $1 million. 

Hill ‘Tower is the second tallest 
man-made structure in the world. 
Oklahoma City’s KWTV tower is 
51 feet taller—but the new Texas 
tower is 50 feet taller than the high- 
est antenna on New York’s Empire 
State Building. And the two Dallas 
stations are quick to point out that 
because of Cedar Hill’s elevation over- 
all height of their tower probably ex- 
ceeds Oklahoma City’s by about 100 
feet. From Hill Tower, KRLD-TV 
and WFAA-TV telecast programs 
over more than 30,000 square miles, 
in Texas and southern Oklahoma. 

Hill Tower is owned and operated 
by Hill Tower, Inc. In this corpora- 
tion the two TV stations, and their 
newspapers, each own 50% of the 
stock; the six-man board of directors 
has three members from each side. 
President of Hill ‘Tower, Inc., is 
James M. Moroney, Sr., senior v-p 
of the Dallas News. Vice-president is 
Clyde W. Rembert, president and 
manager of KRLD Corp. 

In fairness to both stations, the 
president and vice-president of Hill 
Tower Corp. alternate yearly—thus, 
next year Rembert will be president 
and Moroney v-p. The End 
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THE SEATTLE TIMES 
ranked eighth in 
the amount of 
R.O.P. color 
advertising pub- 
lished last year. 
Why? Because 
advertisers know 
that The Seattle 
Times produces... 
whether the 
advertisement is in 
color or 
black and white. 


. Milwaukee Journal 
. Los Angeles Times 


. Chicago Tribune 


. Nashville Tennessean 


. . 


. New Orleans Times-Picayune & States 


. St. Louis Post-Dispatch . 


. Dallas News. 


8. The Seattle Shanes 
9. Atlanta Journal & Constitution. 
10. Denver Post... 


11. 
12. 
13. 


14, 
15 


Dallas Times-Herald . 
Houston Chronicle . 
Omaha World Herald 
Fort Worth Star-Telegram 
St. Petersburg Times . 


. San Jose News & Mercury News ‘ 
. Fresno Bee. ° , 
. Long Beach Ind. ‘fron lenin e 
. Los Angeles Examiner . 
. Washington Post & Times- Herald. 
. Cincinnati Enquirer. > a 
. Minneapolis Star Tribune . ° 
. St. Paul Pioneer Press & Dispatch . 
. San Diego Union . oe a 
. Nashville Banner 
. Toledo Blade. 

. Houston Post . 

. San Diego Tribune 
. Cleveland Press. 

. Cincinnati Post . 


1,090,284 
1,070,364 
1,015,921 
993,442 
966,822 
922,687 
917,694 
909,193 
904,38) 
895,330 
878,255 
862,065 
857,84) 
846,502 
841,377 
822,204 
813,460 
812,692 
784,849 
772,218 


1, 


. Indianapolis Star . 
. Philadelphia Inquirer. . ° 
. Long Beach Press Telegram . 


Dayton News. 
New Orleans Item. 


. Sacramento Bee 


San Antonio Light . 
Spokane Spokesman- Renew 
Indianapolis News. 
Memphis Commercial apeel 


. Cincinnati Times-Star. 
. Miami Herald 


Oakland Tribune . 


. Akron Beacon Journal 

. Los Angeles Mirror Daily Mews 
. Atlanta Constitution . 

. Evansville Press & Courier cane 
. San Antonio Express . 

. Dayton Journal Herald . 

. Portland Oregonian . 


2,178,961 
1,426,405 
1,347,034 
1,318,518 
1,254,060 
1,226,295 
1,198,694 
141,543 
1,113,602 
1,099,787 


764,715 
750,030 
745,954 
743,797 
712,296 
702,958 
697,979 
690,250 
688,220 
687,295 
682,909 
675,272 
671,073 
661,163 
654,108 
652,481 
651,052 
642,998 
642,613 
630,489 


(Source — Media Records, 1955 Totals) 
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A New Sales Personality For Garlic? 


A growers’ association forms to research it, standardize its 
dehydration, develop a functional package for it, dig into pricing 
policies, and help distributors who sell it to widen the market. 


If you think you don’t eat garlic, 
or use much of it, you may be mis- 
taken: You're eating more than you 
think. 

lf your diet contains sausage, salad 
canned foods, 
pickles, catsup and other processed 
foods, you can’t escape it. And a new 
association has plans to get you to 


dressings, sauces, 


use a lot more, even though at present 
Americans consume more garlic than 
any other seasoning except salt and 
onions. 

The newly formed American De- 
hydrated Onion and Garlic Associa- 
tion is authority for the news about 
our enthusiastic use of the pungent 
seasoning which, they exceeds 
that of “such well-known standbys as 
black pepper, mustard and paprika.” 
People would use much more if it 
were nicer to handle and easier to 
use, according to Frank Colvan who 
is responsible for the 
new group. The association hopes to 


Say, 


publicity for 


take the messiness and smelliness out 
of it 
culinary amateurs by presenting it to 
them in dehydrated form, in func- 
tional and instructive packages, or, 
more accurately, by 
packagers to do this. 


tor cooks, chefs, housewives and 


encouraging re- 


Association members do not put 
out consumer packages of their prod- 
uct. All they do is process—dehydrate 
it—for the trade. One of the things 
they have organized for is market 
research aimed to help spice distribu- 
most of whom handle 
garlic in powdered form, to obtain a 
bigger share of the market. The best 
way to do this, they believe, is “to 
help repackagers who sell to con- 
sumers to get the right package, and 
then show them how to educate the 
housewife in the easy use of the 
powdered variety.” Other details of 
the projected market research include 
best name, package sizes and most 
suitable pricing for powdered garlic 
for consumer use. Members see ad- 
vantages in getting onto the “‘instant”’ 
bandwagon by promoting “instant 


tors, some 


garlic. 

The “right package” would be one 
with a shaker top, encouraging house- 
wives to make more frequent use of 
the pungent for 
bread, in salads and dressings, and in 
a wide savory cooking. 
Many deterred now because 
preparation of the fresh garlic is an 
odoriferous and time-consuming 
chore, although growth of its use has 


seasoning garlic 


range of 
are 
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LARGEST R.F.D. COVERAGE © 


of any Farm Magazine in 1 EX AS ond 
OKLAHOMA! 


FIRST where a farm magazine ought to be 


FIRST 


Southwest! 


on the Farms and Ranches of the 
That’s why The Farmer-Stock- 


man is FIRST in Advertising Results, too! 


Total paid circulation now UP to... 


426,083 


Subscriber Families! 


The Farmer-Stockman 


OKLAHOMA CITY - DALLAS 
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been tremendous in recent years. 
Three, four, or five households out of 
10—depending on locality and racial 
background—do use garlic today in 
their kitchens, and the new barbecue 
hobbyists are swelling the number. 

The first activity announced by the 
association after its formation last 
month was standardization and grade 
specifications. Colvan explains: 
“There are now different size par- 
ticles and grinds in the various makes 
of dried garlic put out by processors. 
We would like to see uniform stand- 
ards agreed upon so that garlic pow- 
ders made by all manufacturers would 
be the same.” 


Biggest Users 

The biggest market thus far for 
dehydrated garlic as well as for onion 
has been among manufacturers of 
processed foods. Next largest users 
are the firms that repackage for con- 
sumer trade. 

California produces almost 90% 
of the garlic grown commercially in 
the United States, with most of that 
coming from around Gilroy in the 
Santa Clara Valley. Gilroy has the 
fragrant distinction of being known 
as “garlic capital of America.” ‘Texas 
and Louisiana produce small quanti 
ties, to add up to a total domestic 
crop of about 14 million pounds an- 
nually. We use a lot more than that, 
importing another 21 million pounds 
or more from Mexico, Italy and 
other countries. 

About 60% of California’s output 
is processed into dehydrated garlic 
of various kinds by the three Cali- 
fornia members of the new associa- 
tion. They are: Basic Vegetable 
Products, Inc. (of which Colvan is 
an executive), Vacaville; Gentry, 
Los Angeles, and Puccinelli Packing 
Co., Turlock. J. R. Simplot Co., 
Caldwell, Idaho, is the fourth mem 
ber of the association. 

The End 


NOW! CUT 5 TO 24 STROKES 
OFF GOLF SCORE WITH 
AMAZING NEW 

. 


“Golf Swing G 
oO wing auge 
e 
At last—-amazing scientific device solves big low score 
secret. GUARANTEED: Cuts 5 TO 24 STROKES OR 
MONEY BACK. Deadly approaching, chipping, putt 
ing now easy with airplane-type 4 
Dural metal ANDY ROLFE preci 
sion golf swing gauge. Instantly 
grooves “INSIDE-OUT’ swing 


ONLY 
S$4qys 
Full Price 


with 16-p 
book “‘Golf’s 


Inside 
Secrets’’ 


Try 10 days 


Cuts 10 hours 
practice to 1 
hr., indoors, 
outdoors, year 
round. “‘Helped 
—E————— me eliminate 
the 3-putt green.’’—name on re- 
quest. At sports, specialty, dept. 
stores. 

FREE: Mail orders filled if stores can’t 
Send name, address, check for $4.95 (add 25 
ing cost) and get famous Frank Strazza pla D 
finder FREE (retail value $1.25). If not satistied re 
turn Golf Swing Gauge for FULL REFUND, keep 
grip finder as free gift. 

Golf Research Institute, Dept. 36, Westport, Conn. § 


IDEAL 
GIFT! 
Business gift 
of a lifetime 


> 

>» FREE OF 
: RISK 
g 
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SALES MANAGEMENT 


MILL & FACTORY’S CIRCULATION METHOD IN ACTION — 
INDUSTRIAL SALESMAN DEMONSTRATES PRODUCT 
TO PLANT BUYING TEAM, 


You can be sure Mill & Factory readers 
have authority to specify and buy... 


because... industrial salesmen hand- 
pick them for us! 


Titles are no help!...In today’s 
complex industrial market the titles 
of the men whose “yes” means an 
order vary greatly from plant to 
plant...Only industrial salesmen 
through constant personal contact 
know exactly who they are. 


To assure you of reaching these 
hard-to-find men MILL & FACTORY 


uses the unique salesman-built 
Franchise-Paid circulation method... 
1,645 full-time salesmen, who sell 
industrial machinery and equipment 
to American industry, select as read- 
ers of MiLt & Factory the most 
important plant men...The men who 
specify and buy the products you sell. 


That's Why more manufacturers 
than ever use MILL & FAcrory, the 
magazine specifically designed to do 
industrial advertising’s first and most 


important job...to back up your 
salesmen by reaching the same men 
they must see to sell. 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 
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GROWING WITH 
SENSATIONAL 


In a recent 44-city nation-wide survey by a leading market research 
organization, America’s four best-known consumer 
product seals were tested. The Reynolds Wrap Aluminum Packaging Seal, 
used on packaged goods only, outranked all others 
except the 50-year-old “Good Housekeeping Seal” that is 
used on all types of products. These are the results: 


59.2% of these women QUALITY 33.9% of these women say 
prefer food products aaaee om this Seal is an extra 

. that carry wer h. ew guarantee of product 

PACKAGING _/ this Seal. 6 freshness. 


7 out of 10 women 
REYNOLDS wrap surveyed could FiiapWuee Tr 
identify this Seal. 


This is pré ved sales power! To put it to work for you, call the nearest 
Reynolds Sales Office (all principal cities) . Or write to: 
@) Reynolds Metals Company, General Sales Office, Louisville 1, Kentucky. 


SALES MANAGEMENT 


15, 


QUALITY 
PROTECTED WITH 


ALUMINUM 
PACKAGING 


72 BILLION CONSUMER IMPRESSIONS 
IN 3 YEARS: 


Packages carry the Reynolds Wrap Aluminum Packaging Seal over the nation’s 
check-out counters at the rate, now, of billions a year. National 
magazines add four-color full-page impressions by the millions, month 
after month. National network Television adds more millions of 
impressions every week. And Reynolds famous “rainbow” displays 
multiply impressions by the totals of traffic 
in store after store across the country. 


See “FRONTIER,” Reynolds great dramatic 
series, Sundays, NBC-TV Network. 


now... 
JUNIOR 
BANKER* 


how to manage 


money wisely! 


“Exclusive in Washington 
with RIGGS National Bawk 


Here's mews that every serious parent will 
welcome! Teaching children about the value 
and ing of money is not an easy task. 
Yet it is important. 

Y-. NIOR BANKER is the first practical 

“game” creat to assist parents 
in one of their greatest responsibilities. It's a 
realistic checking account system operated at 
home. You, the parent, are ‘the “bank” —your 
child the depositor, using chore, gift money 


and allowance 


You can start your child as « JUNIOR 
Tio cxmphons foster Backes Bs teed 
Tv J Kit, 

Sea pte! rate y beok, eg slips, 
pass boo and instruc- 
tions for yoo and the 1 vena 

The price is modest and 


represents 
only the cost to the bank. Inquire at 
any of our ten convenient locations 


Check written by David Crockett to 
himwel} in 1834 on “Hank U. States”, 
forerunner of the Riggs National Bank. 


COPIES OF THIS CHECK AVAILABLE UPON 8EQUEST 


~The RIG 35 


NATIONAL BANK 


of WASHINGTON, D.C. 


FOUNDED 1836 °¢ 


LARGEST BANK IN THE NATION'S CAPITAL 


Meher lederel Deepest ‘neurence Corporation * Member Federal Keserve Syetem 
DAVY CROCKETT’S CHECK (drawn on the predecessor to The Riggs 
National Bank in 1834) was used in this advertisement to draw the 
attention of youngsters to the new Junior Banker plan. Riggs, located 


in Washington, 


is one of several banks now promoting this program. 


Now Junior's a Financier 


“Junior Banker’ is the name of a 
new kit service which teaches thrift 
and money management to youngsters. 
It has been adopted by such institu- 
tions as ‘The First National Bank of 
Chicago, The County Trust Co., 
White Plains, N. Y., The Riggs Na- 
tional Bank of Washington, D. C., 
and most recently (in December) by 
The Chase Manhattan Bank, New 
York City. 

Under the plan the parent, or other 
interested adult, acts as home banker ; 
“Junior” is the depositor, uses a spe- 
cial check book, deposit slips and pass- 
book. Idea is for the child to deposit 
his allowance and earnings, and to 
write checks against the balance 
the checks honored, through prear- 
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rangement, by the candy store, mem- 
bers of the family, or others with 
whom he has dealings. Ideally his 
deposits should exceed withdrawals 
sufficiently to justify deposits in a 
savings account in the bank 
the Junior Banker kit. 

The complete kit, selling for $1.50, 
consists of a red vinyl portfolio, with 
pockets for check book, deposit slips, 
statement pad and passbook. Included 
are a “Junior Banker” lapel button 
and a strip of gold leaf to “person- 
alize”’ the kit with the child’s name. 

Before Chase Manhattan intro- 
duced the system throughout the New 
York metropolitan area, it was tested 
in nine branches in the Bronx. Long 
before that, it had been vigorously 


issuing 


tested by the inventor, Robert Lloyd, 
assistant to the president, American 
Maize-Products Co., New York City, 
and his two sons. Here’s the story: 
When the Lloyd boys, Robert, Jr. 
(now 16), and Jackie (now 12) 
were old enough to receive allow- 
ances, their father decided to teach 
them the value of money and how to 
handle it. In an old Chase passbook 
he entered deposits for their allow- 
ances and payments for odd jobs. To 
encourage them to earn money, he put 
up a chart listing specific tasks and 
the fees — 10 cents for sweeping the 
cellar stairs, for example. After com- 
pleting some such task, each boy en- 
tered his name beside the listing, and 
the “pay” was credited to his account. 
When the boys wanted cash they 
“checks” against their balances. 
The neighborhood candy-store owner 
honored the checks, which were re- 
deemed periodically by Lloyd senior. 
As the boys built up surpluses, their 
father said, ‘‘Let’s write a check and 
transfer some of this to your savings 
account” (in the local bank) 


wrote 


Decided To Share It 

The system worked so well for his 
family that Home Banker Lloyd de- 
cided he ought to share it with others. 
He applied for patent papers, and 
showed the file of records to Cloyd 
Hufford, assistant vice-president in 
charge of business development of the 
New York metropolitan area for 
Chase Manhattan. Hufford saw the 
possibilities of the idea, if properly 
packaged, and sent the inventor to 
Koster, Dana & Barrell, Inc., the 
New York firm that now makes and 
distributes the kit. 

Participating banks have promoted 
the plan in various ways—lobby dis- 
plays, newspaper advertising and. dis- 
tribution of a circular. As a rule, the 
buyer of a kit is required to open a 
savings aecount of at least $1 in the 
name of the “Junior Banker.” Big 
hurdle is to interest parents in doing 
their part as home bankers. Sponsors 
believe parents will cooperate more 
readily when they can see that the 
plan has the approval of educators 
and youth leaders, who hold that 
early training in money matters pays 
dividends in later life. 

Educators complain that most stu- 
dents entering college know little of 
finance; comparatively few have ever 
written a check. In this connection, 
Chase Manhattan’s Assistant Vice- 
President Hufford says, “We think 
this Junior Banker plan should be a 
stimulus to the youth of America, in 
teaching them money management 
prior to entering college.” The End 
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FAMILY 
WEEKLY 


Vy 


Bandwagon Years! 


Last year brought all-time highs in adver- 
tising linage to many magazines, but the 
syndicated Sunday magazines chalked up 
the biggest gains by far. Their combined 
advertising pages went ahead 26 percent for 
’55 over ’54—and more and more advertisers 
are joining up this year, 

This gain is all the more remarkable 
because it comes on top of ten big years, 
during which the advertising revenue and 
number of markets of the syndicated Sunday 
magazines have nearly tripled. The reason is 


clear. Each year more advertisers learn that 


ADVERTISERS: When checking the syndicated Sunday field, be sure to have UP-TO-THE-MINUTE facts and figures. 


MARCH 15, 1956 


syndicated Sunday magazines move mer- 
chandise at low cost . . . and move it fast. 
Now there is a major trend to the Sunday 
field that no one who is interested in build- 


ing distribution and sales can ignore, 


This trend brought PARADE a 21.4% 
gain in advertising pages for 1955... largest 
of the big three. PARADE bought in combina- 
tion with any other syndicated Sunday mag- 
azine gives advertisers more major markets, 
with less duplication—and at much lower 
cost. That’s why so many Sunday magazine 


advertisers build their schedules around PARADE. 


Percent Gain in Advertising Pages 
1955 V5.1954 
7.2% 2.5% 


4 Major Women’s 4 Major Weekday 
Magazines 


4 Syndicated 


Sunday Magazines Magazines 


A statement by 


parade 


with a salute to American Weekly, This Week and Family Weekly 
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WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 
and other sales literature useful to marketing executives. 


How to Build an Industrial Mail- 
ing List: Information compiled by 
the Advertising Promotion Depart- 
ment of Fortune magazine. Edited 
for industrial advertisers, it brings to- 
gether from various sources just about 
everything the industrial advertiser 
should know about building a mail- 
ing list. It explains what direct mail 
can accomplish, giving 20 important 
reasons for using it; how to decide 
whom to reach; whether to buy a list 
or build your own; how to start build- 
ing a mailing list; how to use di- 
rectories, giving names of various 
types of directories and describing 
their services in detail; how to use 
brokers, giving names of brokers and 
describing their services; how to test 
mailing lists; how to set up mailing 
lists for use; procedures when mail- 
ing your own list; procedures when 
using an outside list; how to set up 
a mailing schedule; how to deal with 
the Post Office ; how to keep the mail- 


ONE 
will get yOu... 
er A ee 


WIAR-TV 


ing list up to date. Write to Arturo 
Gonzalez, Merchandising Depart- 
ment, Fortune, 9 Rockefeller Plaza, 
New York 20, N.Y. 


1956 Buying Plans of School 
Board Officials: Findings of a sur- 
vey conducted by Nation’s Business 
among school board members in towns 
over 2,500 and up to 25,000 popula- 
tion. ‘The towns and cities in this 
group account for 17.58% of the 
population of the nation. The ma- 
jority of school board members are 
businessmen ; 60% are in industry, re- 
tail, wholesale or finance. Slightly 
more than half of the survey respond- 
ents participate in purchasing goods 
and services for their school districts. 
Seven out of 10 members draw upon 
their business experience when acting 
in official capacity as school board 
members. The majority of the school 
systems revealed in the survey that 


Five 


it is as “easy as duck soup” 
to dominate five of Virginia's 
most dynamic cities. Buy their one 
and only “V” Station... WTAR-TV. 
All well within WTAR-TV’s 
“Grade A” Signal, they combine 
to make America’s 26th Market. 


In RETAIL SALES, for example . . . The 
Bureau of the Census (preliminary Report) 
shows that WTAR-TV’s total coverage area 
has Retail sales of over $1,583,874,000. 
And here are Retail sales by cities: 


$405,230,000 
$ 52,075,000 
$ 96,980,000 
$ 24,220,000 
$ 88,264,000 


CHANNEL 


PORTSMOUTH 
WARWICK 


Represented by Edward Petry & Co., Inc. 


enrollment is between 1,000 to 5,000 
pupils (236 out of 294). Six out of 
10 school systems plan to enlarge or 
improve plant or facilities in 1956. 
More than half plan to spend $400,- 
000 to $1 million to improve plant 
or facilities. Nearly 200 new school 
buildings are planned for erection: 
65 high schools, 3 junior high schools, 
131 grade schools—in addition to 34 , 
new gymnasiums, 10 auditoriums and 
88 additions to existing buildings. In- 
cluded in the report are data on the 
readership habits of school board presi- 
dents and board members. Among the 
magazines mentioned are Time, 
Newsweek, U.S. News & World Re- 
port, Fortune, and Nation’s Business. 
For the full report, write to Herman 
C. Sturm, Director of Advertising, 
Nation’s Business, 420 Lexington 


Ave., New York 17, N.Y. 


Plants and Facilities in the Avia- 
tion Industry: Report published 
by Aeronautical Engineering Review, 
official publication of the Institute of 
the Aeronautical Sciences, which in- 
cludes regional breakdown of aircraft 
plants and facilities; manufacturing 
plants (military and large transport ; 
light aircraft — personal, business, 
utility; helicopters, convertiplanes, 
VTO; guided missile, rocket, pilotless 
aircraft ; aircraft engines—piston, jet, 
turbine, rocket); (Government re- 
search and test facilities; U.S. wind 
tunnel facilities ; wind tunnel installa- 
tions (U.S. Government installations, 
university installations, privately 
owned installations). Write to Hugh 
C. Judge, Business Manager, Aero- 
nautical Engineering Review, 2 E. 


64th St., New York 21, N.Y. 


Women's Make-Up Usage: Beauty 
reader forum report on make-up, pub- 
lished by Fawcett Women’s Group— 
True Confessions and Motion Pic- 
ture, which reveals that there has been 
a slight decrease in use of make-up or 
powder foundation base. Creamy 
liquid is the leader. Face powder 
usuge has decreased slightly, with 
cake and compressed powder show- 
ing an increase. Rouge usage in pow- 
der form has decreased, but there. is 
an increase in usage of the liquid 
type rouge. Drug stores.and house- 
to-house representatives lead in pre- 
ferred place of purchase. Lipstick 
usage is down slightly, with regular 
lipstick leading. Eye make-up shows 
the most decided decrease. Write to 
James Boynton, Vice-President and 
Director of Advertising, Fawcett 
Women’s Group, Fawcett Publica- 
tions, Inc., 67 W. 44th St., New 
York 36, N.Y. 
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oe... . and 


~ Now! 


a 


. . THE BEST 
oe LOCATION IN 
seailaelaalemiaeas KANSAS CITY 


IS AVAILABLE ¢—<— —— 
RIGHT NOW! Bold Design Establishes Immediate Brand Identity 


Stalcup 


BING, coreeon inc «0 + SPECTACULARS « POSTERS» PAINT 
3126 MAIN ST. VA. 1-2888 KANSAS CITY, MISSOURI 


Theirs is the most 


complicated simple business 


Television advertising isa very 
simple business. It’s nothing but showing 
people what you have to sell, and telling 
them about it. 


It’s the business of the men and women 
above—the Television Commercial De- 


partment of Young & Rubicam. 

But why are there so many of them? 

To do that simple business well is prob- 
ably the most complicated business in the 
world. It calls for more different abilities 
than any other part of advertising. 

So, what you see above are writers and 
supervisors, artists and art directors, film 
directors, 
stylists, color experts, and researchers, 


producers, musicians, “‘live’’ 


What you cannot see is their breadth 
and depth of experience 


in the world 


One man has had 20 years with a major 
Hollywood studio. Another had his own 
orchestra. There are ex-editors, authors, 
actresses, teachers, salesmen, illustrators, 
song-writers, fashion-writers and a bewil- 
dering assortment of other backgrounds 
represented. 

Result: a wealth of experience that can 
come up with the answers to almost any 
problem of words, music, pictures, or pro- 
duction. 


Plus the specialized ability to express 


those answers in fresh, exciting, dramatic 
ways. 

Plus the instinct for thoroughness in 
handling the hundred-and-one details 
that often makes the difference between 
average and great. 

When you add it all up, youcan 
see why a group like that pictured above 
has a better-than-average chance of turn- 
ing the complicated business of television 
into the simple, sound, sales-producing 
method of advertising it can be 


Young & Rubicam, Inc, 
ADVERTISING 


New York e« Chicago « 


Hollywood e« Montreal. « 


Detroit 
Toronto . 


e San Francisco « Los Angeles 


Mexico City « London 


Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth, Inc. 


FEWER STORES, LARGER STORES, 
RETAIL CENSUS SHOWS 


Since 1948 retail establishments dropped in number 
2/10 of 1% to a total of 1,720,920 in 1954. But paid 
employes increased 4%. The 1954 sales total of $169.7 
billion was 2/10 of 1% lower than SALES MANAGE- 
MENT estimates in the May 10, 1955 Survey of Buying 
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Power. 
er nel By 
FOOD STORES $395 la sta 
EATING, DRINKING PLACES sia: | ae $42 
GENERAL MERCHANDISE — sis0 | us | $231 
APPAREL 11.1 | ux | | $84 
FURNITURE, APPLIANCES, ETC. 388 | om | $92 
AUTOMOTIVE = $23.8 $350 
GASOLINE STATIONS  si08 $59 
LUMBER & HARDWARE 13.1 | mx | $130 
DRUG $52 —e ss 
OTHER RETAILERS 153 ae $70 
NON-STORE RETAILERS 45 $56 
nateaiiae a fs 
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° 
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Goes Monae ALL STORES = $169.7 


d by HILE-DAMROTH, INC 


Nobody but nobody 


in New York sells 


for Gimbels-Westchester 


like The New York Times 


When Gimbels—one of the world’s largest department 
stores—does a promotion job, New Yorkers know about it. 


And when Gimbels set out to bring the customers into 
its new Westchester suburban branch store, one 
newspaper—The New York Times—was chosen to do the 
bulk of Gimbels’ selling job in New York. 


For a month, starting the day the store opened, The Times 
carried more Gimbels advertising for the suburban store 
than all other New York newspapers combined. 


Some 75% of this special Gimbels advertising in 
New York newspapers went into The New York Times. 


The reason, says Joseph L. Eckhouse, executive head of 

Gimbels New York, is “The Times ability to reach the kind were” ; 

of customers whose consistent buying means better Ability t0 reach the kind of customers wheee 
business for us.” consistent buying means better business for us.” 


Gimbels knows, as do hundreds upon hundreds of other Secaph &. Gethaven, enseutive Bend 
advertisers, that no advertising medium—but no medium— of Gimbels New York. 
sells the New York market like The New York Times. 


Good reason why Gimbels runs more advertising in 
The Times all year around than in any other New York 
newspaper. Good reason why The Times carries more 
advertising of Manhattan department stores than 
any other newspaper. 


Sell the New York market the way smart retailers like 
Gimbels sell it... by using the force, impact and 
prestige of The New York Times. 


The New Hork Cimes 


“All the News That’s Fit to Print” 


FOR 37 YEARS FIRST IN ADVERTISING IN THE WORLD'S FIRST MARKET 
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CONCENTRATION 
OF BUYING POWER 
IN INSTITUTIONS 


THERE ARE 400,000 INSTITUTIONS 
BUT MOST BUYING IS DONE BY A FEW 
BECAUSE... 


221,776 
SCHOOLS 


... ONLY 1,257 OF THE SCHOOL SYSTEMS 
ARE-IN CITIES OF OVER 10,060 POPULATION. 


45,000 
MOTELS 


... ONLY 2.2% HAVE AS MANY AS 60 UNITS. 


25,000 
INDUSTRIAL 
PLANTS 


... LESS THAN 8°% SERVE AS MANY 
AS 1,000 EMPLOYES. 


6,903 Hospitals 2,000 Large Government and Office Buildings 
6,000 Clubs 


ALSO INCLUDED AS 


INSTITUTIONS ARE: 2,500 Government Agencies 


PICTOGRAPH BY 


Designed by HILE-DAMROTH, INC 


Institution is the name applied to mass-feeding, mass- 
hausing establishments of many types. It is a diversified 
field that has experienced a tremendous growth during 
each of the past four years and its daily needs run the 
gamut of American production. 


In selling to this vast market — which includes both 


| Wally’s Wagon and the Waldorf — it should be borne in 


mind that buying power is heavily concentrated. Three- 
quarters of the industry's purchases are made by a mere 
7% of the establishments. Here’s why: aie 


194,123 
RESTAURANTS 


i Li bs 


.. 9.8% OF THEM DO 42°% UF THE BUSINESS. 


29,650 
HOTELS 


aa 


.. ONLY 11.4% HAVE 100 OR MORE ROOMS. — 


Source: Institutions Magazine, ] ) 
* Chicago 16, Ill. 85 


COLLEGES ¥ 


...46% HAVE FEWER THAN 300. STUDENTS. 


1,570 YMCA's 
356 Transportation Systems 
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All the U.S. Jet Airliners 
ON Order couldnt holds ofthe 4 


Top Executives who read Newsweek. . 


Jet Airliners on order (Boeing and Douglas combined 162* 
Estimated passenger capacity 17,280 
Administrative executives who read Newsweek 308,000 


"SOURCE: AIR TRANSPORT ASSOCIATION (Feb. 9, 195€ 
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Fact is, 


NEWSWEEK delivers 
more readers 

in Business, Industry 
and Government... 

per advertising dollar... 


than any other 
weekly magazine 


ANOTHER REASON why 


Newsweek moved to 7th 
place among all magazines 
in advertising revenue 
during 1955. 


Serving Americas 
Most Significant Million 
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REGIONAL BRAN 


REGIONAL BRAND PREFERENCES: A MARKETING ENIGMA 3-15-56 


/ 1 PORTLAND, ORE 


3 DENVER, COLO 


2 LOS ANGELES, CAL 


- al 
f 


5 TOLEDO, 0 ~ 
7 vounsstown, 0 = PEL 


6 AKROW, 0 3 


Pa HOUSTON, TEX 


a % 


LEADING BRANDS BY TOWN 


CIGARETTES (Men) 


D PREFERENCES: 


SSA MARKETING ENIGMA 


va. 


8 WILMINGTON 


Despite national advertising; despite national dis- 
tribution; despite a trend toward greater national 


homogeneity, even a leading product doesn’t lead’ 


everywhere — or by the same margin. 


Eight U. S. cities, picked for a study, show that not 
only does the -brand favorite sometimes change 
from town to town, but so does its percent of any 
local market. Part of the answer can be accounted 
for by regional tastes, but more likely it lies in con- 
centration and effectiveness of sales efforts. © 


SHARE OF SHARE OF 
TOWN BRAND . MARKET TOWN BRAND MARKET 
Cha 1 CAMEL 1 OLYMPIA 31.6% 
Ne | 2 CAMEL 2 LUCKY LAGER Mme 
S| 3 “CAMEL 3. cOOR’s 
Nl 4g CAMEL 4 FALSTAFF 
5 CAMEL 5 GOEBEL 
6 CAMEL 6 NOT SURVEYED 
i wai = 7 RENNER’S 
8 CHESTERFIELD _ 8 SCHMIDT'S 
TELEVISION SETS REFRIGERATORS 
SHARE OF F 
TOWN BRAND MARKET TOWN BRAND 
1 ADMIRAL i \ 1... FRIGIDAIRE 
2 RCA VICTOR . TL_| 2 couspor 
3 RCA VICTOR 3° FRIGIDAIRE 
ea 4 PCO | 4 FRIGIDAIRE 
» 5 — RCA VICTOR \ aa 5 - FRIGIDAIRE - 
// \\ 6 RCA VICTOR oa 
7 PHILCO 7 FRIGIDAIRE 
+m = 
oe TOWN BRAND “MARKET TOWN BRAND 
GRanee 1 MINUTE MAID 30.1% 1 IVORY 
JUICE 2 MINUTE MAID 32.0% 2 ~~ LUX 
Cd 863 )«(CBEL AIR 21.9% 3 WORY 
4 LIBBY'S 4 LUX 
5 FLORIDA GOLD 23.1% 5 WORY 
6 MINUTE MAID 25.8% 6 IVORY 
7 MINUTE MAID 7 IWORY 
8 SNOW CROP 8 . IVORY 


Source: “Top Ten Brands Across-the Nation 


Dan E. Clark & Associates. Inc., Portland, Ore. ; Gales 
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(Advertisement) 


- Reaching More Young Women Per Dollar 


If you want to sell your product to millions of young women, Modern Romances supplies 
you with younger women than ever before! 


Look at the chart based on the latest Daniel Starch & Staff Consumer Magazine Report, 
dated November 1955. It shows the median age of the Modern Romances reader is 25.1 
. . . younger than any magazine except Seventeen. It also shows that Modern Romances 
provides the greatest concentration of women aged 18-25 of any magazine covered by 
Starch — 32.6% of its women readers are in the 18-25 bracket. 


Modern Romances readers have money to spend — their median income is the highest 
in the romance field. And their buying interests run the gamut from aspirin to zippers. 
They shop for themselves and for their families. Tell them your sales story in Modern 


Romances. You'll get more profits for your advertising dollar because you'll be reaching 
more young women. 


if 


a % of Women 18-25 Median Age 
Modern Romances ' 32.6% © yim | 
True Confessions 31.6 23.5 
True Story : 27.9 27.6 
Motion Picture — 25.9 25.9 
Photoplay : | 25.3 26.0 
Seventeen __ Je. US 23.0 
‘Parents’ Magazine 18.5 30.8 
Better Living ‘ 14.2 35.8 
Woman's Home Companion 13.4 37.4 
Good Housekeeping 2 13.0 37.3 
Ladies’ Home Journal | 12.7 37.2 

ADGRAPH BY 


MODERN ROMANCES 


America’s Youngest Married Woman Audience 


‘DELL PUBLISHING COMPANY, INC. « 261 FIFTH AVENUE, NEW YORK 16, N.Y. 


WHERE DOES THE CONSUMER DOLLAR GO TODAY? 


Since a one-cent or 1% change in an industry's Here’s a look at three different periods in a 20-year 


share of the consumer dollar means a loss or gain 
of $2.65 billion a year for that industry, changing 
consumer buying habits are. vitally. important. 


And change they do! 


FOOD 


30.2¢ 


: Es 


110 


TOBACCO 
2.1¢ 


FURNITURE, 


APPLIANCES 
5.7¢ nae 


i] 

~ HOUSEHOLD 
3 OPERATION 
5.4¢ 


tt ee 


RECREATION 
1.9¢ 


es 
Qe, 


WHERE DOES THE CONSUMER DOLLAR GO TODAY? 
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CLOTHING 


° Eis cast a SSO ong Sion nil 


ATS | 


GASOLINE 


PARTS 


PERSONAL 
SERVICES 


100 


MEDICAL CARE 


ee 


Source: Dept. of Commerce 


x 100 


span. Using the 1935-'39 period as an index base of 
100, the battle for dollar fractions becomes apparent. 


Key -1935°39 Equaty 100 - [___] Naas 


1947-'49 TODAY 


HOUSE 
FURNISHINGS] 1444 


TRANSPORTATION 


2.9¢ 


Se eee 


110 


OTHER GOODS & 
SERVICES 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Bohn Aluminum & Brass Corp... . 

R. C. Aylward to general sales 
manager. 
Colgate-Palmolive Co.... 

Eugene E. Buckner to assistant 
sales manager, Home Office Sales 
Dept. 

General Electric Co.... 


Lawrence H. Hirschbach to man- 
ager, marketing, Home Heating and 
Cooling Department. 


Godchaux Sugars, Inc. ... 


William J. C. Leslie to manager, 
sales and advertising. 


Parker Pen Co.... 

George S. Parker II to export ad- 
vertising manager. 
Pharmaco, Inc.... 


Bert M. Demarest to director of 
sales. 


Rich Plan Corp.... 


William B. Keatinge to v-p, mar- 
keting; Robert A. Hawks to general 
sales manager. 


Screen Gems, Inc.... 


David Porter to manager, national 
sales of this television subsidiary of 
Columbia Pictures Corp. 


Sico Manufacturing Co., Inc. ... 
W. C. Westberg to v-p, sales. 


The Troy Sunshade Co.... 

Paul Buchanan to sales manager. 
Viking Sloane Corp. ... 

Harold Weiss to general sales man- 


ager. 


Wallaces' Farmer and lowa 


Homestead... 


Milton B. Bock to director, sales. 


The Wooster Brush Co.... 
Edward R. Weaver to manager, 
advertising and marketing. 


The Yale & Towne Manufacturing 
Cie 

Carl O. Hedner to assistant gen- 
eral sales manager, Materials Han- 
ling Division. 
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THE RECORD 
NEWSPAPERS 


- THE TROY RECORD - 


-- THE TIMES RECORD > 
TROY.N. Y. 


FROM ASSEMBLING 
ELECTRIC TYPEWRITERS TO 
ELECTRONIC “BRAINS”... 


Pictured above is the IBM 
electric typewriter assembly 
line at Poughkeepsie .. . and 
at left, a line of “650’s,” the 
medium-sized data processing 
machines manufactured at 
IBM’s Endicott, N. Y. plant. 
These are just two of six 
plants operated by IBM in 
the United States, Products 
include electronic data proc- 
essing machines, electronic 
and electric accounting ma- 
chines, time recording devices 
and time control systems. 


of your 
salesmen 
calling 
on 


IBM... 


where 83.4% of purchase dollars 
go for the machinery, materials, 


parts, and supplies 
required by PRODUCTION: 


Yet, the buying pattern at IBM is 
typical of all Metalworking companies, 
where by far the major expenditures 
are made to supply the needs of pro- 
duction engineers and executives . 
the men responsible for the manufac- 
ture of products from metal. 


You will want to make sure your ad- 
vertising to Metalworking is selling 
the men who buy for Metalworking... 


American Machinist 


the men responsible for production. 
You do this in the advertising pages 
of American Machinist. Edited specif- 
ically and exclusively for the produc- 
tion engineers and executives of 
Metalworking. Subscribed to by more 
of them than any other Metalworking 
magazine. 


Ask your advertising agency...WHY! 


The McGraw-Hill Magazine of Metalworking Production 


McGraw-Hill Building 
New York 36, N. Y. 


Published every other Monday 
Member of the Audit Bureau of Circulations 
and the Associated Business Publications 


.++ BOUGHT BY THE MEN WHO BUY FOR METALWORKING 


American 
Machinist 
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PHOTOS BY GUY GILLETTE 


WRITING AN IMPORTANT SPEECH—DANIELS-STYLE. Pre-assembled notes 
in hand, H. S. Daniels dictates “directly to the typewriter”’—operated by his 
secretary, Lois Reich, He finds this method visual, faster, more efficient. He 
doesn’t worry about sequence at this point; later he will rearrange material. 


DANIELS EDITS each page as it is 
typed—while thoughts are fresh in 
his mind. With shorthand or dictating 
machine, he’d have to wait for pages. 


How to Improve Your 
Business Writing and Speaking 


The bigger your job, the more important it is for you to 
sharpen your skill in communication. Here's a formula for 
measuring justified time investment in a talk or a bulletin, 
and here's a simple three-step procedure for insuring 
clarity of understanding by your readers or listeners. 


BY H. S. DANIELS ° President 
Georgia-Pacific Paper Company 


A famous after-dinner speaker 
once said that his most brilliant re- 
marks were made in taxicabs while he 
was riding home from the banquet. 
Each of us has often thought of some- 
thing we “should have said” too late 
to say it—even on occasions when we 
had ample time to prepare it. 

As you climb the ladder of busi- 
ness you will find that the exaspera- 
tion of recognizing—too late—what 
you should have said is aggravated by 
the fact that you have to address 
larger and larger audiences. 

The field salesman, for example, 
usually talks or writes to an audience 
of one—his prospect, his customer or 
his district manager. 

When he becomes a district man- 


76 


frequently has to address 
groups—district sales meetings, jobber 
schools, interdepartmental 
meetings, etc. 

When he becomes sales manager, 
his audiences again expand, in two 
ways. He takes on new groups (trade 
associations, industry conventions, gen- 
eral sales meetings; he is responsible 
for bulletins to his salesmen, general 
letters to the trade, etc.), and he 
faces larger audiences within each of 
these groups. 

So it goes until he finally becomes 
company president. Then his annual 
report, while addressed to the stock- 
holders, must be written with the 
thought in mind that it will also be 
read, and interpreted, by his employes, 


ager, he 


company 


his customers, his suppliers and his 
bankers—by a critical and skeptical 
group of financial analysts, and even 
by his competitors. 

Thus, the more influence you wield 
as an individual, the more important 
it is for you to be able to communi- 
cate your ideas, instructions, policies 
and objectives, since the size and di- 
versity of your audience increases with 
the size of your job. 

Did you ever think of that in terms 
of arithmetic? It can be expressed as 
a simple equation: 

AT 
aS eo ee 
YT 

Translated: The value of your 
Audience’s Time, divided by the value 
of Your Time, equals the Preparation 
‘Time your message deserves. 

Let's say that you are a sales man- 
ager about to issue a bulletin to 60 
field salesmen, 15 district managers, 
10 agents and 15 other department 
heads. That’s an audience of 100. 

You spend an hour composing a 
bulletin which requires 10 minutes’ 
reading time. 

Fifth grade arithmetic will tell you 
that 10 minutes’ reading time, mul- 
tiplied by 100 readers, equals total 
reading time of 1,000 minutes, which 
is 16.6 hours, or more than two full 
days of company reading time. So, if 
by spending another hour on that bul- 
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OFFICE INTERRUPTIONS are inevi- 
table, but Daniels gets back on track 
easily by reading what he said last. He 
prefers to read, rather than play back. 


letin, you can reduce its reading time 
to five minutes, you save a full day 
of company time. That’s a pretty good 
return on your one-hour investment 
providing, of course, that you have 
not omitted any of the essential parts 
of your message. Chances are that 
your editing will produce a more ex- 
plicit and more concise, bulletin. 

There was never a more logical 
conclusion than the postscript, “If | 
had had more time, I could have made 
this letter shorter.’ A voluminous re- 
port does not necessarily indicate long 
hours of work. On the contrary, it 
more often reflects insufficient effort 
on the part of the author. 

Woodrow Wilson was once asked 
how long it took him to prepare a 
10-minute speech. He said, “Two 
weeks.”’ Somewhat surprised, his 
questioner asked how long it would 
take to prepare a two-hour speech. 
Mr. Wilson replied, “I’m ready right 
now.” 

Because time is so expensive, and 
because we waste so much of it every 
day just trying to make ourselves un- 
derstood, I want to emphasize how 
the equation can be used to measure 
the amount of time you can afford to 
spend on the preparation of a bulletin 
or a speech for a multiple audience. 

Assuming that income is a reason- 
able indication of worth: 

1. Estimate the average annual sal- 

ary of your audience 
say, $10,000 a year 
Reduce it to income per minute 
(250 days x 8 hrs. x 60 min. 

120,000 min.) 
$10,000 

$.081 perf min. 

120,000 
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SCISSORS ARE USED to cut the 
typed material into its obvious parts. 
These are mixed with longhand notes. 
Now, he is ready to build his talk. 


Figure out your own income per 


minute . (estimated sales man- 


manager's income) 


$30,000 


— $.25 per min. 
120,000 
Figure what | min. of your au- 
dience’s time is worth. Assum- 
ing 100 people . 
$.081 x 100 $8.10 
Multiply this (+) by the read- 
ing time which your memo re 
quires 
$8.10 x 10 min. $81 

That’s what it is going to cost the 
company to read your bulletin; so 
now, 

6. Divide that cost (5) by what 
your own time is worth to the com 
pany (3) 

$81 324 min 
5 hrs. and 
$25 60 24+ min, 

Mathematically, therefore, the com 
pany can afford to have you spend 

» hours to prepare a 10-minute bul 
letin for this particular audience. 


Probably you won't have to spend 
that much time, because there. is a 
rewarding cancellation factor in that 
formula: As you cut down the reading 
time of your audience, the formula 
cuts down its demand on your time. 

In this example, for instance, if it 
took you an hour to compose the 
original draft, and if, in two more 
hours you can edit it down to 6 min- 
utes’ reading time, you will be pra 
tically in balance under the formula. 
You will not only save the company 
10 hours of reading time, but you 
will have cut the preparation time 
requirement from 5!/, hours to 3% 


DANIELS PIECES his jigsaw puzzie 
together. He shuffles and reshuffles 
until everything fits exactly right. 
Secretary retypes connected parts. 


SEMI-FINAL DRAFT is gone over 
carefully. Word pictures are sharpen- 
ed, needless verbiage cut out. Daniels 
works on scripts right up to deadline. 


ALLOWED TO AGE—at least over- 
night—the speech is given another 
reading with a fresh eye and mind. 
A few changes and it is ready. 


17 1S MORE THAN 72 


Well that's what some people think when 
it comes to selling five rich Central Florida 
Counties around Orlando. The thinking goes 
like this . . . can we buy newspapers pub- 
lished in Jacksonville, Tampa, and Miami to 
cover the fourth market in Florida which is 
the Orlando area? The answer is no! 


Here are the facts. The combined circula- 
tion of those three papers in the five 
counties that make up the greater Orlando 
market area is only 17,487, or 24.2% of the 
circulation of the Orlando Sentinel-Star in 
the same five counties, 72,173. 


Don't miss the important Central Florida 
Market . . . buy the only paper that does 
the job—ORLANDO SENTINEL-STAR! 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 
ORLANDO, FLORIDA 
Net. Rep. Burke, Kuipers & Mahoney 


PIN-ONS FOR PROFIT 
HAWAIIAN WOODRCSES 


Here's a new excit- 
ing giveaway or 
premium to capti- 
vate women every- 
where. A real flower 
preserved by nature 
to last forever. 
Women love the 
exquisite beauty of 
the HAWAIIAN 
WOODROSE corsage. Complete with color- 
ful ribbon bow ready to pin on! Perfect for 
special sales events, special days, to introduce 
new products, new models, etc. It's a low 
cost high prestige idea. Order a 100 or thou- 
sands. Guaranteed Delivery. 


Send for price lists and illustrated catalogue 
Dept. SM 36 
Flowers of Hawaii - H. C. Krueger 


670 S. Lafayette Pk. Pi., Los Angeles 57, Cal 


b RENT YOUR CAR 


@ 


OR LEASE A FLEET 
FROM 


in all principal 

cities here and abroad 

consult your ‘phone di 

rectory under “‘NATIONAL’’. Write 
for courtesy card and directory to 
¥ ° ¥ - ¥ ~ 


"WATIONAL CAR RENTAL SYSTEM, INC. 
,1209 WASHINGTON AVE., CE. 1-9209, ST. LOUIS 3, MO. 


Case Histories 


on products in use 

Photographic and reporting 

assignments covered throughout 

phone North and South America 
MArket 2-3966 for advertising, editorial or 
or write research purposes 


ee eee 
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hours. (Point 5 becomes $8.10 x 6 
$48.60. Point 6 becomes 
$48.60 194 min. 
lidlabaeesttee idence 
$ 23° = 

Your present position may not re- 
quire you to address audiences of 100. 
But every communication you under- 
take—whether it be an interview, a 
report, a letter, or printing instruc- 
tions on an order—requires you to 
convey your ideas to an audience of 
one or more persons. To the extent 
that you fail to make your message 
clear, you increase its cost. 

Regardless of what your position 
may be today, it’s not too early to 
start learning the techniques of more 
effective communication. The faster 
you acquire them, the sooner you will 
need them, because their very acqui- 
sition will carry you into bigger jobs, 
and the bigger jobs will carry you 
before bigger audiences. 

I am sure you will agree that the 
ability to write an effective bulletin, 
a clear report, or to make a convinc- 
ing talk, is a business asset. It is 
much more than that: It is a business 
So let’s get to the business of 
how to do it. 

I do not know of any easy way. 
Professional writing or speaking is an 
art that takes years of study and prac- 
tice. It would be absurd to assume 
that it can be taught or learned in a 
few minutes. But there are some fun- 
damental procedures and checks by 
which we, as laymen, can improve the 
clarity, brevity and impact of our 
communications, 
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must! 


Think of a Bridge 

like to think of the construction 
of a general bulletin, let us say, or a 
speech, as the building of a bridge 
over which your message is carried 
to your audience. 

There are many different kinds of 
bridges. One of the most primitive is 
a series of stepping stones. To cross, 
you jump from one stone to the next, 
hoping that you won't slip, or get 
stranded in the middle of the stream. 

Did you ever receive a “stepping 
stone” letter? The writer starts hop- 
ping first to the right, then back 
to the left — then he takes a little 
step ahead, and finally a big jump 
toward the shore, shaking himself off 
with a paragraph that says he trusts 
you will understand what he has been 
talking about, and do something about 
it! 

Then there are the picturesque old 
covered wooden bridges of Vermont 

-originally built to accommodate an 
occasional one-horse shay: They are 
strictly one-way jobs. If you meet 


someone coming the other way, you 
are stuck—unless you or the other 
fellow backs up. 

Have you ever listened to a “cov- 
ered bridge” speech, in the middle of 
which something stopped you cold and 
so. distracted, confused, or challenged 
you that your mind blanked out the 
rest of the speech, and you never did 
reach the other end of the bridge? In- 
stead of listening to the rest of the 
talk, you were making mental notes 
of what you wanted to ask the speaker 
when he got through. 

I’m not recommending either of 
those bridges. When I use the analogy 
of a bridge, I mean the modern struc- 
ture designed to provide fast, safe and 
sure transportation to the other side. 
New York’s famous George Wash 
ington Bridge is a good example. 


First Step: Assemble 

Take a good look at that clean and 
functional silhouette. Note that its 
basic design consists of two sturdy 
piers connected by an arc. That’s ail 
you have to remember. One of those 
piers represents the opening of your 
message—which should be inviting; 
the other represents the closing 
which should insure a safe arrival. 
In between, the “arc” symbolizes easy 
and comfortable transportation from 
the entrance to the exit of your com- 
munication bridge. Just remember 
those three letters: A R C. 

The “A” reminds you that the 


‘first step in building your bridge is 


to assemble the materials you are 
going to use. You will need support- 
ing data to carry the audience over 
to the conclusions you want them to 
reach. 

The fact that we do not have the 
rhetorical or oratorical skill of a 
“pro” makes it all the more necessary 
that we have good material to offer. 
So assemble as much material as you 
can, in the form of notes. ‘The order 
of that assembly doesn’t make any dif 
ference. You don’t have to start with 
your opening paragraph. On the con- 
trary, a better way is to start with 
your conclusion or objective, and 
work backward. Why are you build- 
ing this bridge? The answer to that 
question is a good note to put down 
first. Then assemble as much more 
material as you can, regardless of se- 
quence, in the form of arguments, il- 
lustrations, possible punch lines, etc. 
Then select the notes you want to use, 
put them in order, and write or dic- 
tate the first draft of your message, 
supplying the necessary tie-ins from 
one note to the next. 

At this. stage, I like to dictate 
directly to the typewriter. It mini- 
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mizes the effect of inevitable office 
interruptions. After each telephone 
call or visitor, I can pick up the train 
of thought quickly by looking over my 
secretary's shoulder and reading back 
what she has typed. Of course, you 
can do this by playing back a dictating 
machine or by having your secretary 
read back from her notes. But to me, 
the visual method is easier and faster, 
and it has another important advan- 
tage: This first translation of your 
notes into complete sentences and 
paragraphs does not lend itself to 
rapid dictation. Your secretary can 
easily keep up with you on her ma- 


chine, and so have your first draft 
completely typed as soon as you have 
finished dictating it. That’s impor- 
tant, because it permits you to edit it 
without the interruption of other 
matters to which you would turn if 
you had to wait for her to type from 
her notes. It also saves your secre- 
tary’s time, because it takes her no 
longer to type this sort of dictation 
than to put it down in shorthand. 
This first draft should be double 
spaced, to give you elbow room for 
editing. If it is a fairly simple bulle- 
tin, you can hand back each page as 
fast as you edit it; so again the final 
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typing is finished soon after you have 
finished your editing, and in much 
less time than if you used the ortho- 
dox shorthand or machine procedure. 

But if it is an important bulletin 
to a large mailing list, think of the 
George Washington Bridge again. 
Suppose that in its construction some- 
body mixed up the sequence of the 
cables that support the roadway. 

You might be able to cross that 
bridge, but it would be tough going. 
So the second letter in the word “arc” 
is a reminder to rearrange your first 
draft, so that it gives the audience 
the smoothest possible roadbed in 
terms of the sequence of your mate- 
rial. 

There is a construction device I 
find helpful at this point. The only 
tools needed are in your desk—a pen- 
cil, a pair of scissors and a stapler. 

Use the pencil first, to improve and 
clarify the wording. If you can’t find 
the right word, use a phrase. You 
may have to add a sentence here and 
there to make your meaning clear. 
Take a particularly critical look at 
your opening and closing paragraphs. 
Make sure you haven’t provided two 
entrances to your bridge. Try using 
your second paragraph as the opening. 
Don’t be concerned if it seems a little 
abrupt. It may wake your reader— 
or your listener—up! 


Beware the Anti-Climax 


Also, make sure that you haven't 
constructed two exits. It’s not neces- 
sary to give your reader a sedative at 
the end of your message. You want 
him to stay awake. 

I know a chap who writes a clear 
and concise memo until he gets to the 
end. Then he closes every letter with 
a paragraph which starts with “in 
conclusion.”” He once read that some- 
where and adopted it as a pattern 
and he has been stuck with it ever 
since. Leonardo da Vinci said that 
it takes two people to paint a master- 
piece—one to paint it, and the other 
to hit him on the head when he is 
finished, so he can’t spoil it. 

Another chap I know invariably 
opens his memos with the name of his 
reader — not as an address (“Dear 
Bill”), but as the first word in his 
first sentence — “Bill, I think,” etc. 
I don’t mind the informality, but the 
format does get somewhat monoto- 
nous. Constant exposure to the un- 
usual makes it commonplace, so avoid 
the abuse of such mannerisms. Even 
quail gets tiresome as a steady diet. 

A question is often an effective 
opening to invite your reader to cross 
your bridge. If nothing better sug- 
gests itself, it is always safe to use a 
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brief statement of purpose. You don’t 
have to shake hands and discuss the 
weather before you get to the meat 
of your message. Open with it! Nor 
is it necessary to bow out with a 
polite exit line. When you come to 
the end of the bridge, don’t hold up 
trafhc—get off the road. 

When you are satisfied with this 
first editing, pick up your scissors and 
cut the original draft into its obvious 
parts. Throw away the originals of 
any sections you have rewritten, and 
substitute the longhand sheets in 
proper sequence. Now as you read 
over the new arrangement, does it 
suggest any other material? If so, 
write that out in longhand, and in- 
sert it at the proper place. 

This paper doll act with the scissors 
helps to erase recollection of the 
original arrangement, and so gives 
you a fresh start. If it brings you 
back to your original sequence, you 
have at least checked and confirmed 
that arrangement. But there is a good 
chance that you will discover a better 
one by this process. 

Just as the paper doll act gives you 
a fresh start on the arrangement of 
your draft, give yourself a fresh start 
on the rewriting of any part of it. 
Don’t try to edit a paragraph that 
bothers you. Rewrite it without ref- 
erence to your original draft. Then 
compare it with the original wording, 
and if necessary rewrite it again to 
combine the best features of the two. 


How to "Clean Up" 


After you have determined the best 
rearrangement of your material, staple 
the pieces together and have them re- 
typed—double spaced again. When 
the manuscript comes back this time, 
you are ready to take the third and 
final step in your construction of the 
“arc, 

The last letter, “C,” is your cue to 
clean up and color your expression. 

Two people can take exactly the 
same material, use it in exactly the 
same sequence, and yet build two 
completely different bridges. This 
third step is the one that can make 
your message read like a government 
regulation — than which there is no 
grayer language — or read like a 
Mike Shayne whodunit. The differ- 
ence depends on how well you sweep 
up the composition of your bridge, 
and how vividly you color its Jan- 
guage. 

The last job before the George 
Washington Bridge was opened to 
trafhc—and one that took many hours 
—was to clean up the debris left over 
from its construction, and to paint in 
the traffic lines and direction signs. 
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So now start to clean up your last 
draft — and that means much more 
than just correcting it for typographi- 
cal errors. Here are a few examples 
of the kind of debris to look for: 

Does it contain any unnecessary 
or surplus (repetitious) material ? 
If so, throw it overboard. 

Are any of the paragraphs too 
long? If so, break them up. The 
same material cut into three short 
paragraphs is much easier to read. 

Use the same pruning shears on 
your sentences, particularly if they 
contain more than one direct 
thought. Use periods instead of 
conjunctions. Or if you prefer, 
leave a conjunction in, but make 
it start a new sentence. You can 
often take the bumps out of your 
bridge roadway by using words like 
but, or, so, if since, etc., to start 
a sentence. 

Transpose any paragraphs, sen- 
tences, or phrases within a sentence 
that interrupt a single thought. Or, 
if you are dealing with written 
communication, at least give your 
reader every possible typographical 
crutch (by using parentheses, 
dashes, indented paragraphs, lead- 
ers, etc.) to make it easier for him 
to recognize the completion of one 
thought and the start of another, 
and to indicate the pace at which 
you want him to travel. 

Change that pace by interposing 
short paragraphs and short sen- 
tences between unavoidably long 
ones. 


Look for "Color Words" 


These may appear to be minor re- 
visions, but they all add up. And as 
you are thus sweeping up your con- 
struction, be everlastingly on the look- 
out for opportunities to substitute 
more colorful language. 

What do I mean by “colorful lan- 
guage”? 

Colorful language paints pictures 
with words — preferably pictures in- 
volving action. Thus instead of using 
such adjectives as particular, fussy, 
fastidious or meticulous, colorful lan 
guage tells you that the person in 
question “wipes off his old razor 
blades before he throws them away,”’ 
or he “locks his desk each time he 
goes to the men’s room.” Seeing him 
do that tells you more: about his char- 
acter than all the adjectives in the 
dictionary. 

But colorful language does not 
necessarily have to draw cartoons. On 
the contrary, it helps to avoid exag- 
gerated or distorted interpretation of 
your meaning. 

In my early days in the industry, 


I was fortunate enough to have a boss 
who knew and constantly demon- 
strated the value of colorful language. 
People did not always agree with 
what he wrote, but they always picked 
his letters out of their mail first. They 
knew from experience that any com- 
munication from him would be inter- 
esting, unusual, and easy to under- 
stand. He had at his command an 
impressive vocabulary of big words 
—but he wrote with a big vocabulary 
of sharp little words, and he used 
them in unexpected ways, but which 
made crystal-clear just what he meant 
to Say. 

He used action words, or action 
phrases. The more complicated his 
subject, the more he reached for 
homely analogies from fields his read- 
ers were certain to be familiar with. 
And he had the courage to throw 
overboard beautifully written sections 
of his draft if they strayed even 
slightly over the traffic lines of his 
communication bridge. 


About Shades of Meaning 


No matter how hard I tried to 
imitate his technique and anticipate 
his editing, I was continually amazed 
by his ability to take one of my drafts, 
and with a surprisingly few strokes 
of his blue pencil, bring it to life. He 
would merely remove some debris I 
had overlooked, or had been reluctant 
to throw away, and substitute more 
colorful words or phrases. These few 
changes made as much difference in 
the ease with which the finished copy 
carried its readers as the replacing of 
a flat tire or a broken spring in the 
riding of your automobile. 

He selected words and phrases that 
would most graphically picture his 
meaning to the greatest number of his 
readers. That’s not easy, because the 
English language is as deceptive as it 
is rich. It gives you a voluminous 
choice of words and phrases, but any 
one of them may suggest to the reader 
or listener something quite different 
from what it means to you. 

Words with identical meanings we 
call synonyms. But if synonyms are 
merely substitutes for other words, 
why clutter up the language with 
them? Actually, each synonym is in- 
tended to express a slightly different 
shade of meaning from any of the 
others. One of the important keys 
to clear expression is the ability 
to sense and select the particular 
synonym that comes closest to mean- 
ing what you want it to mean to the 
greatest number of your readers or 
listeners. 

The dictionary won’t always help, 
particularly if it is a small desk edi- 
tion. It will tell you that “blunt” 
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means “not sharp—see dull”; when 
you look up “dull,” you will find that 
it means ‘“‘blunt—not sharp.” 

The dictionary itself has been aptly 
defined as “a museum of meanings 
that have been attached to words.” 
The interpretation of any one of those 
words by any individual may be a far 
cry from the commonly accepted 
meaning at the time the dictionary 
definition was written. 

The word “sophisticated” is a good 
illustration. To a teen-ager today it 
is a complimentary—even a flattering 
—term. But many dictionaries still in 
print say only it means “deprived of 
genuineness, naturalness or simplicity ; 
disillusioned ; made artificial; misled, 
deluded, falsified or adulterated.” Tell 
your teen-ager she has those charac- 
teristics and see what reaction you get. 

The first edition of Webster pub- 
lished in 1806 defined a “flirt” as “‘a 
pert hussy.” The latest revised edi- 
tion says a flirt is a coquette. Appar- 
ently, Webster modified his own in- 
terpretation of the word as he became 
more sophisticated. 


Those $12 Words 

Another booby trap in your choice 
of words is the possibility that un- 
familiar words, instead of impressing 
your reader with your vocabulary, 
may be completely misinterpreted by 
him. If you used the word meretri- 
cious, the majority might read it as 
or assume it to be a synonym for 
meritorious. Look that one up for 
yourself. 

Your thesaurus will give you a 
wide assortment of synonyms, but 
even it cannot predict what interpre- 
tation will be put on the particular 
word you select. 

In that respect, although we laugh 
at it, there is much to be said for hill- 
billy language. When Snuffy Smith 
says he feels “stomp down good” or 
that he “was took to bed with the 
nervous flutters and the twitches,” 
we know exactly what he means be- 
cause his language draws action pic- 
tures for us to see. 

The more civilized we attempt to 
make our language, the more difficulty 
we have in making ourselves under- 
stood. ‘The more erudite the author, 
the more you need a dictionary to fol- 
low him. 

On his first field trip into the back 
country, a newly appointed county 
agent, fresh out of agricultural school, 
found a farmer killing hogs. One ani- 
mal was already cleaned and hanging 
from a scaffold. To make conversa- 
tion, he said, “I presume you antici- 
pate consuming the edible portions of 
that carcass on the premises.” “Wall, 
no,” replied the farmer, “‘we figgered 


to eat that one.” 

What this country really needs is 
more primitive language in its com- 
munications. For primitive language, 
in addition to its clarity, has the 
sterling quality of brevity. 

If your message is to be delivered 
as a speech, it will be worth your 
while to write it out in full, so that 
you can go through the editing proc- 
ess. Certainly, an audience that has 
come to hear your message deserves at 
least as much consideration as one you 
address in writing. Furthermore, 
writing out and carefully editing the 
speech will help to fix it in your mind. 
After that it can be reduced to notes. 


On Handling Visuals 


One more tip: If you intend to use 
charts or other visual aids, don’t let 
your charts get ahead of you. Break 
them up, so that you can illustrate one 
point at a time. If you fail to do this, 
no power on earth can keep your audi- 
ence from reading ahead, and while 
you are talking about Point 1, half 
of your audience will be thinking, “I 
know what he is going to say next,” 
the other half will be speculating as 
to what you are going to say about 
Points 2, 3, or 4 on your chart. So 
use your charts as a device to keep 
your audience in line, rather than to 
invite them to pass you on the bridge. 

This simple maxim is frequently 
violated. A pathetic example is the 
speaker who starts out by putting up 
all his charts before he begins to talk. 
He doesn’t stand a chance of holding 
the attention of an audience trying 
to decipher the direction signs he has 
posted ahead. 

Speeches are like babies — much 
easier to conceive than to deliver. 
You'll find that the physical act of 
putting up a number of small charts 
will make your delivery easier by giv- 
ing you something to do with your 
hands, and by giving your listeners 
something to do with their eyes beside 
scowl at you or at their watches. Let 
your final draft age as long as you 
can. Not all editing is done at a desk. 
When you least expect it, your sub- 
conscious mind is apt to suggest some- 
thing you “should have said” while 
there is still time to revise that “final” 
draft. Let your subconscious keep 
working for you right up to deadline. 
I particularly recommend that you 
read your draft over the first thing 
in the morning—with a fresh eye and 
a refreshed mind. 

To any of you who may feel that 
this is a laborious and time-consuming 
procedure, I can only say that, to me, 
the preparation of an important com- 
munication does not come easily. 

’ The End 
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38 states in Automotive Store Sales per capita 

35 states in Drug Store Sales per capita 

39 states in average Retail Sales per store 
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makes a difference 
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Spokane Market different too ! 


AND IT'S ONE OF THE THREE MUST 
MARKETS IN THE PACIFIC NORTHWEST 


A really big market . . . Larger in area than New England, the Spokane Market is comprised of parts of 
four states. Located in the heart of the Pacific Northwest, it includes some of the nation’s greatest 
reserves of standing timber, its most fertile agricultural lands, and its most productive mines. Abun- 
dant hydroelectric power, proximity of raw materials, and excellent transportation facilities have 
engendered a manufacturing boom during recent years. Spokane is one of the nation’s leading 
counties in the manufacture of primary metals and lumber products. 


Big in quality, too . . . The over a million people who live in the Spokane Market—because they find 
better living there—are not only big producers of market wealth . . . they are also big consumers of 
all sorts of manufactured products. They top 33 states in per capita income, and 30 states in per 
capita retail sales. 

You'll note a big difference in sa/es when you cover the prosperous, buy - minded Spokane Market 
through the pages of the two daily newspapers that are read in the majority of homes between the 
Rockies and the Cascades, from the Canadian Selkirks to the Blue Mountains of Oregon — The 
Spokesman-Review and Spokane Daily Chronicle. Let them help make 1956 your biggest year! 


Combined Daily Circulation Over 160,000—81.84% UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 


Success in selling through distributors is achieved to the degree 
that distributor salesmen are educated, made confident, and 
stimulated to sell a product. So here are... 


12 Effective Ways to Communicate 
When You Sell Through Distributors 


BY LOUIS H. BRENDEL 


Merchandising Director, James Thomas Chirurg Co. 


As every sales executive knows, 
“success in selling through distribu- 
tors is achieved to the degree that 
distributor salesmen -are educated, 
made confident, and stimulated to sell 
a product.” To accomplish this, ef- 
fective “communications” are neces- 
sary. 

Let’s see how the 12 most impor- 
tant elements in making distributors 
click saleswise can appear to manage- 
ment after you have provided ‘“‘com- 
munication-colored” glasses — taking 
a fresh view of proved distributor 


sales aids from the aspect of commu- * 


nications. 


1. Sales meetings. Many believe 
that manufacturers have their No. 1 
opportunity to communicate with dis- 
tributors through sales meetings held 
by trained manufacturer representa- 
tives. The word trained must be em- 
phasized, as a meeting held by an 
incompetent salesman or factory man 
is worse than no meeting. One is re- 
minded of the back-country admoni- 
tion that “in order to train a mule, 
you gotta know more than the mule.” 

Distributor experts view with con- 
cern the findings of two polls among 
distributors that today, compared with 
nine years ago, one-third of the manu- 
facturers are doing a good job of 
conducting sales meetings and three 
times the number a poor one. This, 
in spite of continual emphasis on the 
urgent need for more efficient distri- 
bution and better communications. 

Communications should be a two- 
way street. Information that helps 
distributors locate and sell prospects 
should flow out to them, and local 
market facts, competitors’ activities 
and suggestions should play back. This 
communication in reverse will enable 
top management to know whether its 
message is getting through to distri- 
butors. 


One Syracuse distributor, disgusted 
with the sales meetings put on by 
many manufacturer representatives, 
insists that they make a “dry run” of 
his talk. If it is evident that the meet- 
ing will be poor, the distributor has 
one of his own men stage it. 

Indications are that considerably 
more than half of top management 
does not know whether its company’s 
field salesmen are putting on good or 
poor meetings. 


2. Pricing. Another responsibility 
of communications is to tell distri- 
butor salesmen what various products 
sell for. Currently there is a strong 
trend toward net prices instead of the 
older “list and discount.” One of 
the nation’s smartest distributors rates 
“easy-to-use-prices’ as the most im- 
portant factor in evaluating manu- 
facturers. His telephone order clerks 
and salesmen can’t afford to waste 
precious minutes calculating how 
much something costs. 

Decimal pricing and packaging is 
another trend of progressive manu- 
facturers who constantly strive to 
make it easier for their distributors to 
price and sell their products. 

Better communications are bound 
to eliminate that old _ distributor 
squawk that they “didn’t get the 
word” about a price change. 


3. Factory schools. Surveys show 
that 86% of the distributors like the 
idea of factory schools as a means of 
training their personnel. They insist 
that their salesmen want manufac- 
turers to tell them more about the 
product—who buys it, how to sell it 
—and information about competitive 
products. They want you to keep 
these communications elementary and 
to continue them for a full eight-hour 
day. They’re not willing to accept 
entertainment as a substitute for well- 


planned instruction. At the end of 
this factory training, the distributors 
like to have an examination. This re- 
veals how their salesmen did in the 
course. 


4. Field calls. Communications play 
their most direct and important part 
in the calls made by manufacturer 
representatives with distributor sales- 
men. Distributors rate highly this 
method of training their salesmen, 
even while recognizing that only one 
man at a time can participate. 

Sales executives whose communica- 
tions are functioning properly cau- 
tion their representatives to avoid 
these faults which most commonly 
irritate distributors: 

(a) Showing up to make calls with 
distributor salesmen without advance 
notice. 

(b) Drifting in late and thus de- 
laying the departure of the distribu- 
tor’s salesman. 

(c) Quitting too early. 

(d) Looking only for big orders. 

(e) Not picking up the lunch 
check often enough. 

(f) Not knowing the line. 

(gz) Being intolerant of what is re- 
quired of distributor salesmen. 


5. Printed sales policy. Perhaps the 
most obvious example of good com- 
munications between a manufacturer 
and his distributors is the former’s 
printed sales policy. Despite the fact 
that all distributors prefer a written 
policy, many manufacturers (42%) 
still fail to provide one. 

Just as advanced communications 
are bringing the peoples in all parts 
of the world closer together in their 
thinking, so are they creating more 
intimate relationships between manu- 
facturers and distributors. At one 
stroke, a printed sales policy: 
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3 | SS 
NERAL MOTORS FUTURA 
\ 


\ 4 7. { \ 
(\ellestanoane OF PERFECTION 
| A | LIVESTOCK SHOW 


Featuring the 
GENEVA 


EXHIBIT 


cmon >" 
April 22-29 


The Southwest's biggest attraction in 1956 
will be the Southwest American Exposition 
featuring every facet of Oklahoma’s economy 
and social life along with the “Atoms fur Peace” 
exhibit prepared by the U. S. Atomic Energy 
Commission for display at the Geneva Confer- 
ence last summer. This is the first public show- 
ing in the U. S. of the world’s most famous 
exhibit on the peaceful application of atomic 
energy. It is being sponsored in Oklahoma City 
by the Frontiers of Science of Oklahoma, Ine., 
and the State of Oklahoma. 


SPECIAL EXPOSITION SUPPLEMENT APRIL 22 


\ special section of The Daily Oklahoman on 
April 22 will be devoted to the Southwest 
American Exposition and the “Atoms for Peace” 
exhibit telling in both stories and pictures the 
many features of this fabulous show. Here is a 
unique advertising opportunity to tell a sales or 
institutional story to more than a million con- 
sumers and potential customers, including thou- 
sands of decision-making prospects from top 
management right down the line. Send for in- 
formation today. } 


A ESET Teta 2 
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. ee ii = " a 
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Director of Advertising 
The Daily Oklahoman and Times 


| P. ©. Box 1619 


Oklahoma City |, Oklahoma 
a I'm interested in the Southwest American Exposition 


: Send information 
{ about exhibit space 
) about advertising in the Special Section of 


The Sunday Oklahoman April 22 
The Oklahoma Publishing Company * The Farmer Stockman 


WKY, WKY-TV, Oklahoma * WSFA-TV, Montgomery, Ala 
Represented by The Katz Agency 
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(a) Assures fewer arguments. 

(b) Attracts best type of distri- 
butor. 

(c) Precludes false promises. 

(d) Clarifies territory. 

(e) Spells products to be sold. 

(f) Eliminates confusion about 
selling original equipment manufac- 
turers and the Government. 

(g) States stock requirements and 
returned goods policy. 

(h) Outlines obligations of both 
parties. 


6. Correspondence courses, Al- 
though this form of communication 
has proved efficient in stimulating 
sales through distributors, few com- 
panies use it. This kind of training 
costs very little and is therefore within 
easy reach of even the smallest con- 
cerns. For example, a dozen two-cent 
Government post cards, each bearing 
a helpful bit of information about a 
product—who buys it and how to sell 
it—will not only be read, but saved. 
The only trick is to make sure the 
messages are helpful. Expensive art- 
work, paper and printing will not 
take the place of believable sales aids. 

It should not be difficult to distill 
these capsules out of the materials 
presented in successful sales meetings. 
Experienced sales executives realize 
that these communications should be 
short, easy-to-take self-mailers which 
regularly remind and encourage distri- 
butor salesmen to sell certain lines 
of the many they handle. No small 
part of the success of these educa- 
tional campaigns depends on using 
communications to presell distributors’ 
management on the desirability of 
wholehearted participation. 


7, Merchandising advertising. It is 
a shame that so many companies doing 
an adequate job of advertising fail to 
reap full benefit from it among their 
distributors — due to faulty commu- 
nications, Eagle-eyed sales managers, 
who go over every piece of advertis- 
ing copy with a magnifying glass, 
would do well to apply the same scrut- 
iny to the task of merchandising this 
advertising to their distributors. 

Mailing out a batch of ad preprints 
or reprints from time to time is not 
enough—although better than abso- 
lute communication silence. The 
thoughtful executive makes sure the 
strategy of his advertising and the 
media selected are both explained and 
sold to his own sales force and 
through it to the distributors. This is 
a communication must, if the full 
value of an advertising budget is to 
be realized. 

A word of warning in connection 
with this operation: Only a novice 
will have the audacity to send out re- 
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Your New Product: When? 


“Don’t wait until the pressure of competition or a fall 
off in sales and profits makes the need for a new product 
urgent. When these conditions occur, the new product 
must be deveioped under pressure. Instead, carry on the 
search for new-product ideas as a continuing function.” 
Developing and Selling New Products. U. S. Department 
of Commerce, Small Business Administration. 


prints of advertising and ask either 
his own salesmen or his distributors 
for their opinion or criticism of it. 
Thanks to the fact that every man 
fancies himself an advertising expert, 
this foolhardy request is almost sure 
to elicit a thorough clobbering of the 
ads. 

This is not to imply that a good 
two-way communication system is not 
desirable to solicit and obtain case- 
study tips and product performance 
data from distributors. 

A leading Connecticut distributor 
recently sent a scorching telegram to 
one of his manufacturers for adver- 
tising a new product before the form- 
er had received any communication 
regarding it. 


8. Distributors’ advisory council. 
Progressive sales executives are en- 
listing groups of their distributors to 
facilitate communications, and in this 
way they serve in an advisory capa- 
city. Proposed policy changes are 
checked with this council before the 
manufacturer puts them into effect. 
The Norton Co. assembles its coun- 
cil at factory headquarters periodi- 
cally for discussions. The Henry G. 
Thompson & Son Co. checks its coun- 
cil by mail. Both methods are sure- 
fire good-will builders among distri- 
butors, who appreciate having a voice 
in their manufacturers’ policies. 


9. Point out markets. Here is an 
area where selective communications 
is imperative if distributors are to be 
guided to their maximum effective- 
ness. ‘Selective’ means telling the 
mid-continent distributors how to sell 
a line to the oil industry; the south- 
eastern distributors how to sell the 
textile industry, etc. 

The importance of getting this mar- 
ket information to a distributor’s sales- 
men may be appreciated when it is 
realized that he generally handles 20 
or more lines and calls on an average 
of 125 customers and prospects. Per- 
ceptive manufacturers know that pro- 
viding these salesmen with informa- 
tion about what plants and people use 
their products, and why, is the best 
way to capture more than their share 
of the salesmen’s time and efforts. 


10. Catalogs. Too many manufac- 


turers have become so accustomed to 
their old-fashioned catalog that they 
fail to recognize its importance as a 
prime means of communication. Alert 
sales managers “on the make’ for 
more distributor sales are modernizing 
their sales literature so that it is 
easier to use. They appreciate the 
value of this, as well as handy prices, 
to distributors’ inside telephone sales- 
men and field men. They insist that 
the advertising department fill the 
catalog with helpful information 
rather than tricky artwork. 


11. Competitive information. After 
a manufacturer has communicated 
news of his own products and mar- 
kets to his distributors, he should pass 
along the word of his competitors’ 
merchandise. For with this informa 
tion, his distributors’ salesmen can do 
a much better job of outselling this 
competition. If his price is higher, he 
explains in what respect his product 
will outperform competitive makes 
and thus actually be cheaper per hou 
of service. Realistic sales managers 
know the importance of giving their 
distributors the facts of life about 
their competitors’ products. 


12. Demonstrations. The majority 
of distributors agree that one of the 
techniques they want manufacturers 
to incorporate in their sales meetings 
is a convincing demonstration of the 
product. If it’s a fireproof fiberglas 
lamp shade, communicate to the dis- 
tributor salesmen how they can es- 
tablish this beyond a shadow of a 
doubt by trying to burn it with a 
cigaret lighter. 

Providing a salesman with a be- 
lievable demonstration accomplishes 
three worthwhile objectives: 

1. It convinces the prospect. 

2. It gives the salesman confidence. 

3. It encourages the salesman to 
carry a sample product (something 
not easy to achieve). 5 

Check your communications and 
increase distributor sales at the same 
time. If your company is not commu- 
icating effectively in the dozen cate- 
gories listed, it is passing up tech- 
niques that have been proved by the 
country’s smartest and most experi- 
enced sales executives. The End 
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Where Advertisers and Agencies 


Meet 


and Agree 


10:42 A.M....Tuesday, March 6, 1956... plans 
room of national advertiser and his agency. 

Objective: reviewing progress in markets of 
yesterday ... and... planning strategies and 
emphasis on markets of tomorrow. Where is the 
market... which markets need special cultiva- 
tion... what is the potential...how have 
others done it? 

The guide: the one authority equally accepted 
by government and industry, contact and media, 


The Magazine of 


sales management and research, distributor and 
salesman. 

Reputations for such reliability and authority 
are earned only by consistent year-in-year-out 
performance. This responsibility is not lightly 
held. 

Sales Management magazine provides more 
information on markets throughout each year 
than any magazine published. 


ey of Buying Power 
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THE HUMAN SIDE BY HARRY WOODWARD 


EVEN STARLETS DOIT... 


use Plantrons to make their gardens grow! 


New: A Built-in Applicator 
For a Fertilizer Package 


Painstaking market research followed by test campaigns in 
10 markets gave Olin Mathieson a solid factual base for 
introducing to the consumer market a product heretofore 


sold only in bulk for large commercial growing operations. 


If you are a gardener, however 
amateur, you may have had your 
fancy titillated by advertisements for 
a revolutionary new fertilizer in a 
novel package. 

‘The fertilizer: Plantrons. 

The package: an entirely new con- 
cept of lawn fertilization packaged 
in a roller. Plantrons, a product of 
Division of Olin 
Mathieson Chemical Corp., comes in 


10- or 25-pound packages. To use it 


Forward House 


the gardener need only remove the 
paper sleeve from the package, insert 
a wire handle which comes with it 
and he has a ‘“Roto-Spreader.”’ With 
it, says the company, he can fertilize 
the average lawn 50 by 100 feet 

in a flat 26 minutes by merely push- 
ing the Roto-Spreader around the 
area. 
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Forward House is a new Division 
of Mathieson. It was set up for the 
express purpose of marketing products 
which the company previously had 
sold only on a large-bulk basis. Plan- 
trons, for instance, had been well 
tested and successfully marketed in 
bulk form for farms and other com 
mercial operations. But Forward 
House, on the basis of a two-year 
testing, tailored the product to suit 
the needs and buying patterns of the 
average home owner. 

Long before Plantrons was intro- 
duced to the general public, Forward 
House was at work making a careful 
survey covering the whole garden 
front. ‘Ten test markets were covered 
by Forward House working with the 
National Field Service Division of Al- 
fred Politz Research, Inc., and Grey 


Advertising Agency, Inc. It had been 
known before the survey that better 
than 60% of one- and two-home 
owners use fertilizer of some type. 
But Forward House wanted to know 
a lot more. In Cleveland, for in- 
stance, 567 people were queried on 
their gardening habits. And on the 
basis of the findings in that city and 
others previously tested Forward 
House developed not only the unusual, 
easy-to-use package but found the 
most satisfactory methods of adver- 
tising the product. 

The company wanted to know such 
things as: 

1. The extent of usage of fertilizer 
among owners of one- or two-family 
houses. 

2. The degree of interest with 

which the fertilizer user approaches 
gardening activities. (Most 
like a bit of gardening but get bored 
when it develops into work. ) 
3. The sources of gardening in- 
formation fertilizer 
(Most gardeners read home service 
and garden magazines regularly but 
a lot of them rely on their hardware 
store, neighbors or Aunt Minnie for 
garden information. And most novice 
gardeners will believe anything any 
one tells them about the care and 
feeding of gardens. ) 

4. The purchase patterns of gar 
deners. 

5. The extent of fertilizer pur- 
chases — one-shot, long-range or hit 
and-miss .. . and why. 

6. Consumer knowledge of and 
attitude toward Plantrons as a prod 
uct. 


people 


among users. 


7. Possible new approaches on ad 
vertising copy. 

3efore this survey was made For 
ward House had run test campaigns 
in local newspapers, varying the pat- 
tern from city to city. In Cleveland 
a coupon was used with the adver- 
tising. This coupon gave a 50 cents 
price break on purchases of Plantrons. 
In Kansas City no coupon was used. 
In Cleveland, newspaper advertising 
was in small space but used three 
times a week. In several other cities 
the pattern was varied: large-space 
ads appeared but once a week. 

Everything to entice the home gar- 
dener, to make it easier for him to buy 
and use Plantrons was included in the 
final package. Because many people 
would rather have a poor lawn-than 
smell that “nasty fertilizer,’ Plan- 
trons is perfumed with a mint aroma. 
Because novice gardeners are over- 
whelmed by the idea of using as many 
as half-a-dozen different fertilizers 
(lawns, shrubs, flowers) Plantrons is 
an all-purpose fertilizer. Because 
nothing makes a fertilizer- user 
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when you offer famous COOK'S TOURS, to the wonderful places of 
the world as the Incentive for reaching your sales objectives. 


. the magic of Paris ...the romance of Mexico 


._ the allure of a hundred glamorous places... 


helps you “tap” the 30% dormant energy in your sales force . . . motivates it 
to reach your sales objectives. Maritz Sales Builders’ unique Travel Award 

Services are your “passport” to complete satisfaction. 
Maritz Sales Builders plan your Travel Awards 
age ci — , with your winners’ preferences in mind... 
within the limits of your budget. And, M. S. B. 
TRAVEL AWARDS calls on the expert assistance, personal super- 
ARRANGED i vision and world-wide facilities of Thos. Cook 
THROUGH : and Son to make every trip the event of a lifetime. 


THOS. COOK & SON s a / Yes... Cook's Tours, the originators of planned 


a el i » ae an pleasure travel, famous for trips by land, sea and 
throughout the world : s c air to places of historical and scenic interest 
be throughout the world...to leading resorts 
renowned for excellent accommodations, superb 
cuisine and service... the one and only Cook's 
Tours are available to your Travel Award win- 
ners through Maritz Sales Builders. 
4 Unpack your Travel Award problems before you start. Call in your Maritz Sales Builders 
representative first...and let him handle all the details. Or, write us direct. 


MARITZ SALES BUILDERS 


Sales Offices in Principal Cities 
4200 Forest Park Bivd. « St. Louis 8, Mo. 


INCENTIVE PLANS 'y MERCHANDISE PRIZES sw TRAVEL AWARDS 
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u nited The Challenge to 


Management 
Van Lines 


“Never before in Ameri- 
can history has management 
faced such a profound per- 
sonal responsibility for guid- 
ing our economy and even 
our social structure through 
a rapidly changing industrial 
and social environment. An 
informed and_ progressive 
business leadership is a pre- 
requisite for the coming tech- 
nological era, particularly 
since the challenge to busi- 
ness leaders is far broader 
than that within their imme- 
diate companies.” Strength- 
ening Management for the 
New Technology. Price, $1.75 
($1 to members). Published 
by American Management 
Association, New York, N. Y. 


— OOOO LOD AAA A AA lee 


Moving your Displays in United vans eliminates: 
Expensive crating 


Local cartage at origin : _ 
ag & madder than storing away his left- 


over fertilizer and discovering, when 
he is ready to use it again, that it is as 
hard as concrete, Plantrons will not 
harden. 
And even expert gardeners have 
Re-crating for return trip looked on with dismay when, after 
using an expensive fertilizer, a wind 
Local cartage at convention hall visibly blows away the lighter ele- 
ments. So Forward House has made 
Local cartage for home pickup ie a pelletized fertilizer. 
is presented a real problem in the 
Fill in the items and add them up. design of the Roto-Spreader. The 
See how much you save the United way! holes through which the product 
: pours had to be carefully spaced and 
sized to properly discharge pellets. ) 
Forward House is now preparing 
a five-minute TV film on the use of 
es - . fertilizer and the care of gardens. 
Specialized RENEE ER? VAN LINES...cheangh emo then This will be made available, oo 
Handling of 500 Agents in principal cities... has the special- charge, to outlets. The film features 
TOURING ized equipment and trained personnel to move se Bo — faster and - 
~waee . aw inst. s > oto-Spreader Dut Dy making tech- 
DISPLAYS uncrated Displays and Exhibits safely and at low shies Gt tiles thé Geminent 
aie part of the film, stations are receptive 
a enh on tour handled by specially-assigned Vans and to the idea of using it. 
se Personnel. Nearest United Van Lines’ Agent And garden supply houses, seed 
dealers and hardware stores have been 
included in promotion plans. They, 
estimates. too, have been part of Forward 
House’s pretesting plan. Out of sur- 
veys made among such dealers the 
company learned much about buying 
habits of consumers and the adver- 
tising appeals which can make or 
break a fertilizer. 
Forward House believes, on the 
basis of its findings, that there is a 


ve ‘+ vast, untapped market for fertilizers. 
PRE-PLANNED Moving In Sanihiged Vans And it is out to capture a goodly share. 
The End 


Local cartage at destination 


Uncrating at Convention or Trade Show. . 


cost anywhere in the U. S. and Canada. Exhibits 


OFFICE will gladly furnish detailed information, cost 
FURNITURE 
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"Guys with guns... guys 
with knives... blondes 
who want to run their toes 
thru your bankroll . . . 


But | got the dope 
... the straight dope! 


In the Baltimore market, 
more than half of 
Baltimore's families read 


the NEWS-POST and 
Sunday American” 


Calmly . . . without guns or blondes . . . Audit Bureau of 
Mickey Spillane’s latest A ¢ : i ‘ 
“Mike Memes” sectpedes: Circulation figures corroborate Mike Hammer’s finding. May 
“The Long Wait” , 
- pa oe we respectfully add: to assure sales of your product in the 
and “Kiss Me, Deadly ¢ ¢ 


Baltimore market use thg most “‘wanted” papers in town . . . 


Baltimore News-Post 
and Sunday American 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. Offices in 15 Principal Cities 
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A NEON SIGN and a street level office mark this branch of 
E. F. Hutton & Co. in Hollywood as distinctive among 
brokerage offices. But, more; and more stock and bond 


What Wall Street Is Learning 
About Main Street Sales Tactics 


The financial community, at last awake to the significance 


of a major shift in purchasing power, is now utilizing most 


of the selling, advertising and promotion methods which 


built mass markets for autos, foods and appliances. Result: 


Public ownership of stock is steadily expanding in the U.S. 


BY ETNA M. KELLEY 


Industry will need $400 billion for 
expansion within the next decade. 

To raise that sum, John Q. Public 
must dig down into his pockets and 
buy his share of American business, as 
the New York Stock Exchange recom- 
mends. He has not yet whole-heart- 
edly accepted this recommendation, 
but the financial community believes 
that through education and persua- 
sion he can be induced to do so. 

The money is available, or will be 
as needed. Disposable personal income 
is up to $265 billion, $15 billion 
above last vear’s figure. But New 
York Stock Exchange studies show 
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that most people knew little of the 
workings of the securities world and 
are timid about entering it. Only 
23% of U.S. adults can define com 
mon stocks, and only 10% would 
consider common stock as a way of in- 
vesting extra money; 12 million fami- 
lies with incomes of over $5,000 a 
year do not own stock. 

But the picture is changing. At 
last count there were an estimated 
71% million shareholders in publicly 


owned companies. A million more 
than in 1954. It is believed that the 


figure will reach 12 million in the 
next four years. One indication of 


dealers are getting down to the buyers’ level and using 
sound sales techniques to produce volume sales. This office 
is located at Hollywood and Vine in the heart of Hollywood. 


the latent market was the readiness 
with which 10,200,000 shares of Ford 
Motor Co. stock were snapped up by 
300,000 investers when offered to the 
public in January at $64.50 a share. 
Demand was so great that the price 
had hit a high of $71 in over-the- 
counter trading before the ofhcial 
offering. 

Most managements of publicly 
owned companies want a_ broader 
basis of stock ownership.* Forward- 
looking industrialists realize that to 
survive as a way of life, capitalism 
must win wide public support — and 
the best way to do this is to get as 
many people as possible into the ranks 
of shareholders. From the angle of 
self-interest it is obvious that anyone 
who owns a piece of a company, no 
matter how small, is a potential cus- 
tomer for that firm’s goods and serv- 
ices. Another factor is management’s 


desire to prevent concentration of 


* There are exceptions, such as those who 
regard too many small stockholders as a 
bookkeeping nuisance; those fearful of 
attracting purchasers who might later be 
forced to sell at a loss they can ill afford 
to sustain. 
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-.-- in Phnhiladelpnia 


There’s been a revolution in Philadelphia—and Phila- 
delphians are enchanted. The old Daily News has 
been transformed. And the new NEws is giving the 
Quaker City a journalistic vigor it hasn’t experienced 
in long, dull years. 

Philadelphians are rubbing their eyes as they dis- 
cover in their own town a newspaper that speaks out 
with clarity, power and wit on issues, men and mean- 
ings. Philadelphians of all parties are applauding the 
brilliant political cartooning of Jerry Doyle, the 
best-written news and feature stories in town, highly 


Represented by: REY NOLDS-FITZGERALD 
* New York + Chicago * Detroit + 
Los Angeles + San Francisco + 


Syracuse * 
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Atlanta 
Seattle + Philadelphia 


quotable. columns that run the gamut from Earl 
Wilson to Bishop Sheen, from Sylvia Porter to 
Max Lerner. 


When it comes to newspapers in Philadelphia, look 
at all three. You’ll see why the NEws audience is so 
loyal and responsive. You'll see, too, why space 
buyers, local and national, are giving us such moun- 
tainous linage* gains. Reader loyalty plus supreme 
visibility. In our sparkling tabloid pages, we couldn’t 
bury you if we tried: and when your ads are seen 
they sell. “See the bright difference” in the all-new 
NEws. It pays off in sales! 


PHILADELPHIA DAILY 


“NEWS: 


*Gain 1,777,372 lines (over 1,777 pages) 
12 Months 1955 
Total Daily Advertising 


Media Records 
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The Job Ahead for NYSE 


The New York Stock Exchange is deter- 
mined to acquaint the public more fully 
with stock market operations. Recent 
consumer surveys by Politz reveal that 


this will be a sizeable educational task 
BECAUSE: 


Only 1 out of 4 could define common 
stock adequately. 


! 
-_ a 


Tr 


| 


Only 1 out of 10 would consider com- 
mon stock as a way fo invest some extra 


Only 2 in 5 know that the New York 
Stock Exchange does not own the stocks 
listed for sale to the public. 


Only half of the adult population knows 
the location of a stock brokerage office. 
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ownership among a few shareholders 
bent on seizing control of a company, 
sometimes accompanied by the un- 
seemly spectacle of a proxy fight. 

Equally dessrous of seeing stock 
ownership more widely distributed, 
and working energetically toward 
this end, is the financial community. 
The term, as used here, does not refer 
to banks, savings and loan societies 
and insurance companies, but rather 
to the financial press; stockbrokers 
and all others who participate and 
benefit through the sale of securities; 
investment counselors and_ services; 
advertising agencies that place finan- 
cial advertising, and the growing 
number of public relations firms spe- 
cializing in financial accounts and 
shareholder relations. 

Though eager to induce more peo- 
ple to buy stocks, the wiser elements 
in these groups are proceeding cau- 
tiously, stressing the wisdom of stock 
investment only after provision has 
been made for insurance and savings 
for emergencies. It is being dinned 
into public consciousness that securi- 
ties should be bought only from repu- 
table sources ; that stocks can go down 
as well as up; that the buyer should 
analyze his capacity to buy and his 
objectives—whether he should invest 
for income or for profit, etc. 

Acting both individually and col- 
lectively, members of the financial 
community are now staging a sales 
campaign that more and more resem- 
bles the methods used in merchan- 
dising applianées and groceries, and 
other tangibles. This is all the more 
remarkable in view of the long history 
of pompous attitudes and colorless 
selling in this field. Some highlights: 


Advertising. Budgets are up. The 
old “tombstone” approach is giving 
way to livelier, more convincing ap- 
peals. 


Man-in-the-street approach. Bro- 
kers are coming down off their high 
horses and opening offices outside of 
traditional financial sections, some- 
times in shopping centers and next to 
super markets — in many cases at 
street level. 


Display. Animation, eye appeal, il- 
lumination, the same techniques that 
work in selling hats and perfume, are 
being used to sell securities. Over 200 
brokers are participating in the NYSE 
Broker - Industry Educational Pro- 
gram, using window displays. 


Wooing women. Specially aimed at 
women are courses, forums, speakers, 
literature, books, even fashion shows 
with a how-to and why-you-should- 
invest angle. 
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Uncovers 
New Facts 


about your customers in 
PENN FRUIT SUPER MARKETS 
PHILADELPHIA, PA. 


Straight answers from the women who 

make or break brands by what they buy. 
Important, useful information for advertisers. 
Pages of new survey facts and figures 


to help you... 


wer . a oe 
@ Compare Better Living readers with 2 ont way 19! 
non-readers: their ages, size of families, average 
purchases. Why do readers buy more, 
and how much more? 


@ Study the effect of Better Living editorial 
features on readers’ interests. Why do 75 per cent 
save or pass along their copies ? 


@ Decide how to increase sales to Better Living’s 
monthly audience of 2,000,000 super market 
shoppers. To get this and two previous surveys 

(at Big Bear Markets, Columbus, Ohio; 

Alpha Beta Super Markets, La Habra, California) 
just mail the coupon, or call, today. 


Send me all three “Facts About Better Living Readers,” 


Beller Living ja 


The Officially Endorsed Magazine OD siisisen 


of the Super Market Institute 
COMPANY 


230 Park Avenue, New York 17, New York 
MUrray Hill 6-4600 ADDRESS 
919 North Michigan Avenue, Chicago 11, Illinois 
SUperior 7-3790 CITY ZONE STATE 


31656 SM 
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Stickin’ 
Around 


LEEN-STIK 


A New “Hat” for KLEEN-STIK 


3 years and 36 columns after our 
first “‘Stickin’ Around”? message, 
we’re celebrating our birthday by 
wearing a slick new “‘topper.”’ We’re 
still doing business at the old stand, 
bringing you new, profitable ideas 
about KLEEN-STIK — the always 
new miracle moistureless adhesive! 


New “See-Thru” for 
TAMPA CUBS 


Transparent window and door signs 
help build solid sales for TAMPA 
CIGAR CQJ., INC., of you-know- 
where, Florida. Prexy CHARLIE 
STICH, a KLEEN-STIK fan of 
long standing, sticks with “‘more of 
the same’”’ in this new application. 
The “wide-open,” colorful trans- 
parency goes up easily on the inside 
of windows or doors with peel-and- 
press KLEEN-STIK strips. Deal- 
ers like the way it “floats” before 
customers’ eyes without cluttering 
up the view. Big eye appeal in small 
area was cooked up in conjunction 
with D. G. DANIELSof DANIELS, 
INC., Tampa screen printers. 


Talk about Babies! 
This “Baby Time” shelf talker does 
it for LIBBY, Mc NEILL& LIBBY, 
Chicago packer, in a way customers 
can’t miss. mee from shelf 
edges with die-cut-and-scored ‘“‘dou- 
ble-talk”’ construction, the copy 
plugging Libby’s Baby Food TV 
show is visible from both sides. 
KLEEN-STIK strips hold it firmly 
to shelf edges or cash register. 
Planned and merchandised by 
LIBBY’s Ad Department staff, with 
striking 2-color printing on 
KROMEKOTE ant stock by E, 
RAYMOND WRIGHT, Chicago. 


Have you a favorite KLEEN-STIK 
display or label you'd like to see 
featured in this column? Send us a 
sample and full details, including 
the names of the people responsible 
for designing and producing it. 
There’s a valuable surprise prize for 
every contributor! 


KLEEN-STIK PRODUCTS, INC; 


7300 West Wilson Avenue ¢ Chicago 31, Jil. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Choice of ways to buy. In addition 
to the traditional method of buying 
stocks individually, many investors are 
now being persuaded to use pay-as- 
you-go Monthly Investment Plan 
sponsored by the NYSE. Some buy 
through clubs: The National Asso- 
ciation of Investment Clubs has 1,053 
member clubs with 14,000 individual 
members, and membership is growing 
every day. Employe groups are buy- 
ing stocks, sometimes through pay roll 
deductions, sometimes through clubs. 
The spread - the- risk mutual fund 
method {paying a lump sum to buy 
a small interest in each of several 
companies) has had great appeal for 
new investors in recent years. It is 
estimated that more than a million 
persons had holdings of this type, 
totaling $71/ billion, at the end of 
1955. 

The National Association of In- 
vestment Companies (126 members) 
reports that 12,990 new mutual fund 
accounts were begun in the month of 
January. A survey showed that the 
typical plan holder is 41 years old, 12 
years younger than the average share- 
holder who is not a member of a 
formal investment plan. A factor in 
the success of the Mutual Funds 
movement has been the down-to-earth, 
doorbell-ringing selling methods of its 
representatives. 


Group approach. Facing the huge 
task of educating the public in invest- 
ment matters, the exchanges and 
many individual broker firms are in- 
creasingly directing their efforts to 

They provide speakers, or- 
ganize forums, conduct courses. 

The NYSE has an Investors In- 
formation Program, a_ nation-wide 
speakers’ bureau and community re- 
lations project, which includes local 
committees in more than 20 cities. 
The Los Angeles Stock Exchange and 
member firms have a speaker’s bureau ; 
its Community Investment courses 
have had an enrollment of over 20,- 
000 adults, averaging 1,000 per 
course. 

Typical of what is happening in 
smaller centers: The Nyack (N.Y.) 
High School’s adult education divi- 
sion has just started an advanced 


groups. 


course in investment in general, and 
the stock market in particular, an out- 
growth of a popular “elementary” 
course given in 1954 and 1955. 
Putnam & Co., Hartford, is now 
holding its fourth yearly series of Sat- 
urday morning forums. Representa- 
tive speakers are executives of local 
industrial and utility firms, experts 
on taxes and mutual funds, a probate 
judge, a member of the Yale Univer- 
sity faculty. There is no charge for 


attendance. The public is invited 
through newspaper and radio adver- 
tising. Securities are not offered for 
sale at these gatherings, but Putnam 
heads feel that they have been a factor 
in 7,400 new accounts opened last 
year. Attendance has grown from 25 
per morning the first winter to be- 
tween 200 and 300 this year. 


Showmanship. Though dignity is a 
dominant characteristic of most in- 
vestment firms, a few believe that the 
public’s need for financial education 
is so vast and so immediate that color- 
ful showmanship tactics are justified. 

Most successful user of such an ap- 
proach is Merrill Lynch, Pierce, Fen- 
ner & Beane, which on March 1 
opened an Investment Information 
Center in New York’s Grand Cen- 
tral Terminal. ‘Typical Merrill 
Lynch touch was the erection of a 30- 
foot toy train in front of the area 
under construction a month before 
the center’s opening. The train car- 
ried such symbols as a sliding-down 
bear, a climbing bull, a gondola full 
of glass-domed ticker tape machines, 
and stocks and bonds and reference 
books. 

The public is still talking about 
Merrill Lynch’s “How to Invest 
Show,” held at the 71st Infantry 
Regiment Armory in New York last 
May. Eight industrial exhibitors 
joined the firm in presenting the en- 
tertaining yet informative spectacle, 
through films, puppet 
ramas and other exhibits. Among them 
was a demonstration of the manufac- 
ture of synthetic diamonds and a scale 
model of an atomic power plant by 
General Electric; General Motors’ 
demonstration of a 1904 Oldsmobile 
and its gold-plated 50 millionth car; 
the American Iron & Steel Industrv’s 
reproduction of the Saugus Ironworks 
of 1605, adjoining a 31-foot working 
model of a modern rolling mill. Near- 
ly 100,000 persons attended the “How 
to Invest Show.” 

Showmanship has played a part in 
the rapid growth (from four to 80 
employes, four branches, within two 
years) of Arthur M. Krensky & Co., 
member of three exchanges. The firm 
exhibits at state fairs, medical con- 
ventions; takes part in parades (had 
a float in a dairy exposition parade) ; 
sent out a traveling bus to sell stocks 
to rural areas. The 28 - year - old 
founder and his staff have appeared 
on TV and radio, and have conducted 
seminars for high school students, ex- 
plaining the board and ticker opera- 
tions, permitting youngsters to do 
“dummy” buying and selling. 


shows, dio- 


Selling toois. The investment com- 
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munity is merchandising its adver- 
tising. Examples: Reynolds & Co., 
Lancaster, Pa., reproduces its news- 
paper advertisements on cards, sends 
them to selected groups — farmers, 
doctors, dentists, etc. Paine, Webber, 
Jackson & Curtis uses newspaper in- 
sertions to invite requests for its series 
of editorial-type case history adver- 
tisements telling of the way it has 
helped large companies secure capital : 
“Send for this fascinating financial 
story ... free reprint of the Minute 
Maid story as published in Time 
Magazine.” 

The New York Stock Exchange 
worked with Bell Telephone in de- 
veloping and publicizing a Dial-the- 
Market plan through which calls may 
be. made to brokers’ offices to get 
stock market reports and_ business 
news by recorded message. Moore, 
Leonard & Lynch, Pittsburgh, has 
been using this system since its incep 
tion in 1954. Messages are changed 
four times daily. The company started 
with two machines and, on learning 
that many callers were receiving the 
busy signal, added a third. Two of 
the machines are in use almost con- 
stantly, and the third is rarely free 
for longer than one minute. Though 
it is impossible to evaluate precisely 
results of such a system, inquirers are 
told on the recordings that they may 
telephone Atlantic 1-1767 for further 
information. (This is not the firm’s 
regular telephone number.) Calls 
average a little more than 200 a week, 
some of them leading to orders. The 
company looks on the plan as a public 
service, promoting good will and fav- 
orable publicity, in addition to the 
business it brings in. 

More than 50 investment houses 
are using Dial-the \larket devices. 


Selling techniques. From the na- 
ture of its operations, the financial 
community needs high-caliber sales 
representatives. The NYSE _ has 
helped its members by setting up cer- 
tain basic requirements. The exchange 
suggests reading and training mate- 
rial, and is exploring the possibility of 
providing further help, for instance 
a special aptitude testing program. 

The Stock Exchange firm, Cos- 
grove, Miller & Whitehead, has de- 
veloped a telephone technique for its 
sales representatives. ‘Tested by one 
of the partners, Louis H. Whitehead, 
it is a “patterned” approach through 
which prospects are screened and a 
high percentage of appointments for 
interviews is obtained. 

Calls are made to inquirers, most 
of whom have answered the firm’s 
advertisements. As the author puts 
it, “By trial and error | learned that 
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Employment level in 1956 to exceed 10-year high 


WORK FORCE: 
40,000 


WORK BACKLOG: 
ONE-AND-ONE-HALF 
BILLION DOLLARS 


San Diego, California — completely isolated from 
outside influences — belongs on every “A” 
Schedule. It is the largest market in California — 
the 21st in the Nation. It is still growing. San 


Diego is reached best — at lowest cost per sale — 


by the ‘saturation’ 


rage of the : i 
coverage O San Riego Anion 


AND 


EVENING TRIBUNE Ti 


In THE US A 
SAN DIEGO, CALIFORNIAD 


PS 


COPicy,y NEWSPAPERS 


15 "Hometown" Newspapers Covering San Diego, California — North- 
ern Illinois — Springfieid, Illinois — and Greater Los Angeles... Served 
by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


What keeps the Post No.1 on the newsstand ? 


Feature stories or articles of extraordinary 

public interest can boost a magazine’s circu- 

lation at the newsstand. Good examples are bis! 

Arthur Godfrey’s own story in the Post— HE NEWSSTAND SALES 


and General Ridgway’s outspoken series ab Latest ABC figures 
that made headlines a few weeks ago. ‘ 1.500.000 


But that’s not 52 issues by a long shot. 
What keeps Post sales up, week in, week out? 
Simply this: in every issue you'll find a 
breadth and depth of great reading that are 
unmatched (at least 4 short stories, 8 articles, 
2 serials). This is one reason why people 
spend more time with the Post than with 
any other general weekly ... why each issue is 
read and reread . .. and why a copy stays in 
the home for 4 weeks or more. America reads 
the Post. It gets to the heart of America. 


America reads the Post 
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“You havent lived 


till you've tasted 
fried bees and 
newt stew!” 


DORMAN C. INGRAHAM, 
V. P. and Account Executive, 
Erwin, Wasey & Co., Inc., N. Y. 
previews “‘My Adventures in 


this week’s Saturday Evening Post. 


| Eating’ bv Joseph Alsop from 


“Ragout of elephant’s trunk is deli- 
cious. So are sauteed silkworms, sea 
slugs and raw sea urchins—or so this 
guy says. He ought to know—he’s eaten 
them all and loved them. I’m not so 
sure my stomach would go the full 
distance . . . but I agree with Alsop 
that you'll miss half the excitement of 
foreign travel if you insist on ordering 
steak everywhere you go!” 


Motions! League 
A New CRUNCH & BES Serial 
By PILI WUE 
me * 


py 


In all, 9 articles, 4 short stories, 2 serials 
and many special features in the March 
10 issue of The Saturday Evening Post. 
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the secret of success lies in confining 
the conversation to one topic — the 
interview. If you permit the inquirer 
to persuade you to talk about the per- 
formance of the market or the outlook 
for certain classes of stocks, the 
chances of getting the interview are 
reduced. I keep hammering away at 
“May I see you tomorrow at 2:50 or 
Thursday at 10:20 (or other definite 
times ).’ 

Under this system Whitehead found 
he could book a larger percentage of 
interviews than any of his representa- 
tives. It later turned out that the 
representatives who adopted the meth- 
od increased their ratio of appoint- 
ments. Though other factors play a 
part (such as the right degree of 
friendliness, but not overdoing it), 
Whitehead gives major credit to the 
“single-purpose” method of mention- 
ing specific hours, for securing ap- 
pointments with prospective inves- 
tors. 


75% Sales NYSE 

Though there are Stock Exchanges 
in several American cities, three- 
quarters of all the securities business 
of the nation is transacted by the New 
York Stock Exchange. Under the 
guidance since 1951 of its president, 
George Keith Funston, the NYSE 
has worked hard at the task of prov- 
ing that it is not a private club for 
the elect few, but a market place wel- 
coming small as well as large inves- 
tors. Surveys show that the average 
adult knows little and cares less 
about the exchange and the securities 
field, but that there is a huge poten- 
tial among those willing to learn and 
able to buy stocks. It is the goal of 
the NYSE to educate this large audi- 
ence, 

The tools it uses include research 
(findings are used for its own promo- 
tional approach, and are shared with 
member firms and, through the press 
with the public); newspaper and 
magazine advertising; distribution of 
literature (more than 10 million 
pieces in the last three years) ; films 
(more than 19 million have seen 
“What Makes Us Tick”); display 
(sponsorship of traveling window dis- 
plays used by 200 member firms, pro- 
duced by Burdick-Rowland Associates 
and paid for by companies whose 
stock is traded on the exchange) ; an 
over-all public relations policy which 
includes welcoming visitors at the 
exchange at the rate of 300,000 a 
year, making it New York’s third 
favorite tourist attraction for the 
number of hours open. Its publica- 
tion, The Exchange Magazine, has a 
paid circulation of 100,000 copies. 
It has a special department, with its 


own director, to conduct an educa- 
tional program for schools and col- 
leges. : 
In February the exchange cele- 
brated the second anniversary of its 
Monthly Investment Plan, under 
which securities may be bought in in- 
stalments, with payments as low as 
$40 a quarter. It was adopted as a 
means of dramatizing the advantages 
of stock ownership for the small in- 
vestor as well as the sophisticated. On 
its anniversary, there were 38,200 
plans in effect, about 20,000 others 
having been completed, discontinued 
or transferred to regular brokerage 
accounts. Purchasers had bought 737,- 
000 shares, for an investment of 
$28,700,000. The 50 stocks most 
preferred by MIP buyers during the 
two years have all risen in value, 
eight of them by more than 100%. 
To help its member firms promote 
MIP, the NYSE furnishes booklets, 
including one written ‘and illustrated 
by Don Herold, “$40 and I’m an 
Owner of Common Stocks.” ‘They 
receive kits containing sample news 
paper advertisements, direct mail 
pieces and other selling aids. As case 
histories of successful broker promo- 
tions of MIP come in, the exchange 
shares them. Many of the sales tech- 
niques are basic and can be applied to 
regular brokerage accounts as well as 


MIP. 


"Tombstone" Advertising 

Having been criticized for its pro- 
pensity to use what members regarded 
as ‘“Tiffany-type” and critics called 
“tombstone” advertising, the invest- 
ment world has started an about-face 
action. ‘Trend is toward winning 
recognition as a friendly enterprise, 
eager to give service and information. 
Old investors like this, because they 
welcome analysis of their holdings and 
news of companies with good pros- 
pects for growth and payment of divi- 
dends; new and prospective investors 
need even more information. 

Dealers in securities have a new 
awareness of the need to make their 
advertising more effective. As a group 
they are singularly willing to share 
such experiences. Standard & Poor’s, 
which publishes an eight-times-a-year 
magazine, Advertising in Action, 
stages an annual conference at which 
it gives awards for outstanding ad- 
vertising campaigns in its field. Bro- 
kers serve on panels and in other 
ways exchange information on selling 
techniques. At the most recent one, 
held Nov. 3, 1955, in New York, 350 
brokers and dealers paid $10 apiece, 
some traveling across the continent, to 
attend. 

The New York Stock Exchange’s 
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advertising budget tor the first half 
of 1956 totals $600,000 (vs. $975,000 
for all of 1955). At midyear it will 
reappraise the situation and may in- 
crease the year’s budget to $1,200,000. 
Member firms are invited to tie in 
locally with their own advertising 
campaigns. ‘This they did, at an esti- 
mated total of $8 million, in 1955. 
The exchange has begun the practice 
of paying for separate listings of 
member firms in some 400 classified 
telephone directories. Calkins & Hol- 
den, Inc., is the agency. 

The budgets of 


houses are also up. 


many investment 
Newspapers, un- 
derstandably, top the list, the business 
being primarily local in 

amounts magazines 
the 
also rising. 
making up 
rely 


nature ; 
spent for (espe 


cially Sunday supplements) are 
As in the past, the firms 
the financial community 
heavily on literature, both 
direct mail and point-of-purchase dis- 


tribution. 


tor 


‘Top individual spender is Merrill 
Lynch, Pierce, Fenner & Beane, that 
spends about $2 million a year for 
advertising and sales promotion. Its 
budget for newspapers and 
magazines is $720,000, 18% above 
the 1950 figure. The firm uses 175 
newspapers to the local 


current 


support, at 


level, its 116 offices in 108 
Space averages 200 lines, with copy 
slanted one-third to the new or pros- 
pective investor, two-thirds to those 
already in the market. About 60% 
of inquiries arising from offers of 
service (‘analyze your holdings,” 
etc.) are converted to sales. 

Merrill Lynch quite literally uses 
tons of printed material, addressed to 
new and seasoned investors. Popular 
pieces include: “What Everybody 
Ought to Know About This Stock 
and Bond Business,” a 24 - page 
pamphlet, 4 million; “How to In- 
vest,” a 30-page booklet, 1!/ million ; 
“How to Read a Financial Report,” 
750,000 copies. Albert Frank-Guen- 
ther Law, Inc., is the agency. 

After 10 years of using small space 
F. Hutton 
& Co. is now testing 1,000-line copy 
in three New York dailies, The Neu 
York Ne Ww York He rald- 
Tribune, and The Wall Street Jour- 
Copy is dominated by _ photo- 
graphic illustrations of two men at a 
desk, one of them featured as “the 
man from E. F. Hutton,’’ whose ser 
available to 
(this is implied) investors. 


cities. 


newspaper advertising, E. 
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are sophisticated 


An off-beat series of advertisements 
is now appearing in Time to attract 


Tet-A-STORY sives your proouct 
Pig, COLORFUL, MOVING MESSAGE thot Colly| 
G | 


Tel-A-Story is a lightweight, Portable 


A 
P 


9” 


co 
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utomatic Projector with a 156 sq. in. 
ICTURE SCREEN. Twelve 35mm or square 
x 2” transparencies permit automatic 
ypy changes every six seconds in NATURAL 
OLOR. Economical to own and use. 


Ideal for any type product or service. 


PEPS UP POINT OF SALE I+ 
stops ‘em, shows ‘em, sells 
‘em. 


play! 


WRITE DEPT. SM for further 
information on your company 
letterhead. indicate whether 
interested in point of sale, 
sales meetings or conventions 
and exhibits. 


STIMULATES SALES MEETINGS 
Even those in the back of 
the room can see this dis- 


ATTRACTS CONVENTION 
CROWDS Many success sto- 
ries on file tell how Tel- 
A-Story stops ‘em, shows 
‘em, sells ‘em. 


TEL-A-STORY, INC. 
523 Main St. © Davenport, lowa 


attention to the services offered by 
Paine, Webber, Jackson & Curtis as 
underwriters. In a two-thirds page 
space, each relates the case history of 
a particular company for which Paine, 
Webber raised money. Copy is writ- 
ten in a style similar to Time’s, and 
illustrations and captions follow the 
same pattern. (Sample caption for 
photograph of Sylvania and Paine 
executives: ““Man, Management and 
Money.”) At the top of each inser- 
tion is the heading, “An Advertise- 
ment of Interest to Corporate Officers 
and Investors.””’ Doremus & Co. is 
the agency. 


50% for Radio 


Bache & Co., that pioneered in 
radio advertising 20 years ago, is still 
an extensive user of the medium, to 
which approximately 50% of its 
budget is allocated. The firm has in- 
formative, financial news programs, 
five times a week, in nine cities. Each 
broadcast is geared to inviting in- 
quiries, requests for booklets, etc. A 
by-product value of 
according to Bache’s advertising man- 
ager, Henry Gellerman, is that it 
helps to attract high-caliber prospec- 
tive sales representatives. 

To introduce the offering of Ford 
stock to the public last winter, full- 
page advertisements were used in 12 
magazines and in 93 newspapers in 
51 cities. Doremus & Co. handled 
the campaign for the 722 under- 
writers, headed by Blyth & Co. Ob- 
jective was to attain the widest pos- 
sible distribution of the stock, to at 
tract permanent investors rather than 
speculators. Insiders had predicted 
there would be between 200,000 and 
500,000 buyers; actual number was 
about 300,000. 

Though records of dividend decla- 
ration and annual report advertising 
been kept only recently, the 
trend is upward, according to Finan 
cial World. A survey of 1,000 com 
panies showed 8.8% used newspapers 
and magazines in 1955 to advertise 
annual reports, compared to 7.6% in 
1954. 

In the effort to reach a larger pub- 
lic, brokers are opening additional 
offices outside financial districts. “To 
date only 300 of the 2,000 offices of 
the New York Stock Exchange mem- 
bers are on the street level (though 
the number is growing), and 200 of 
these are participants in the exchange’s 
window-display program. Index of 
the street level trend: the once ultra- 
conservative E. F. Hutton & Co. now 
has 26 street level offices from Kansas 
City to California, including one at 
Hollywood and Vine, with a big neon 
sign typical of the movie capital. 


the campaign, 


have 
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Another Success Story 


Why more and more ghosts 


“come in pastel shades 


The Pepperell story begins back in 
1852. Pepperell Sheets were soft, sturdy, 
and snowy white. But women bought 
sheets simply because they were a house 
hoid necessity. 


Pepperell changed all this in 1928 by 
introducing colored sheets. Suddenly, 
sheets became glamorous, as well as use 
ful. Naturally, this idea appealed to 
women. And naturally, Pepperell’s sales 
figures skyrocketéd. Over the years, the 
name Pepperell became synonymous 
with quality. And, as a result, even 
women who preferred white sheets began 
making sure their sheets were Pepperell. 


A large part of Pepperell’s success with 
women is due to the right kind of adver- 
tising to women. Pepperell began buy 
ing space in ‘Ladies’ Home Journal in 
1910, and, over the years, the Journal 
has received a steadily larger share of 
Pepperell’s budget. In the last 10 years, 
Pepperell’s total advertising investment 
in the Journal is 25% greater than in the 
second magazine. 


To support this advertising, the Jour 
nal’s merchandising staff has pitched in 
at the retail level—helping stores move 
Pepperell sheets from counters to linen 
closets. 


Today, the Pepperell story is one of 
the most successful in the business. 


Never underestimate the power of the No. 1 magazine for women... 


Ladies’ Pe ; f 
Home “The Journal is the perfect spot for our advertising,” 
says Allyn B. McIntire, Vice President, 


‘ Pepperell Manufacturing Company. 
CURTIS PUBLICATION 


“We never underestimate the power of 
the magazine women have most confidence 
in, Ladies’ Home Journal. As our sales have 
grown, so has our use of the Journal. The 
Journal reaches more women—and reaches 
the women who buy more.” 
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S.1.C. can help you 


Like to make your own anal- 
ysis? Write-us for copies of 
this ‘‘Market and Media 
Analysis Chart.’’ 


to match media to markets 


How often, in buying business paper space, 
have you wished for some method of matching 
circulation to your market? 


... Or a simplified, fast way of finding out 
what proportion of the worthwhile establish- 
ments and buying power you were reaching 
with a publication? 

One advertiser calls it, “Taking the hocus- 
pocus out of circulation”. 

You can do it with S.I1.C.—combined with 
the Penton Census. Reporting on the Standard 
Industrial Classification basis is distinctly a 
PENTON development—and a vital part of 
the Census Operation. 

Take STEEL Magazine, for instance. When 
you look at the circulation analysis, you’ll see 
how we've already matched circulation to the 
market for you. To help you quickly find out 
how we stack up, you can run your eye down 
the plant counts, and compare the coverage 
figures for every product category. You can 
readily see what proportion of the worthwhile 
establishments you’re reaching. 


You'll find similar information available on 
each Penton publication, to aid you in Media 
Selection. 

This method of matching media to the market 
is made possible through the use of S.I.C. and 
the Penton Census. It’s just one of the advan- 
tages of doing business with Penton. 


wf EN wt ON 


Publishing Comp 


PENTON BUILDING « CLEVELAND 13, OHIO 


customers 


Beery 


customers 


SPE CT OR offers new distribution 


Wy opportunities to 
the progressive 


FREIGHT sales manager 
TRANSPORTATION 


SERVICE 


Yes, transportation is one of the most significant, yet little un- 
derstood aspects of modern sales and distribution. Properly 
approached, properly planned and used, mator transportation 
opens new and profitable avenues heretofore considered closed 
to exploitation. 

Serving more than 5000 points in 37 states—with direct service 
to 7 of the 10 top markets of America—Spector enables you 
to reach, sell and service 77.52 per cent of the nation’s buying 
potential. Spector’s modern, versatile fleet, advanced facilities 
and methods—and expert freight distribution consultants—are 
at your disposal. Ask your traffic manager or contact your 
nearest Spector terminal for details. 


SPECTOR CUSTOMERIZED SERVICE MEANS 


Wider, Cost-Controlled Distribution Lower Factory and Branch Inventories 
Reduced Warehousing Charges Faster, Safer Deliveries 


SPECTOR FREIGHT SYSTEM, INC. 


General Offices: 3100 S. Wolcott Avenue, Chicago 8 
TERMINALS IN: 

Baltimore-Washington * Boston * Bridgeport * Chicago 
Decatur * Indianapolis * Milwaukee * Newark * New 
Britain * New York * Peoria * Philadelphia * Providence 
St. Louis * Springfield (Mass.) * Worcester 


cy 
4 
A United States Custom 

Bonded Common Carrier 


Before initiating its Broker-Indus- 
try Educational Display Program, the 
NYSE queried members in 1953 
(there were 160 with street locations 
then) and made traffic studies. The 
three-dimensional, animated, self-il- 
luminated displays are paid for by 
companies whose stocks are traded on 
the Exchange, ranging from Allied 
Chemical and Dye Corp. to Zenith 
Radio Corp. They illustrate products 
and services and give easy-to-assimilate 
information of interest to prospective 
investors. ‘The displays are produced 
by Burdick-Rowland Associates of 
New York, which also routes, trans- 
ports and services them. The 23 
sponsoring companies pay $17,000 a 
year per window (some buy several). 
Displays are rotated, each remaining 
in a location for a month. 

Both sponsors and brokers like the 
idea, report instances of people walk- 
ing in and trying to buy Carrier air 
conditioners, Yale & Towne locks and 
other products displayed, as well as 
securities. Two brokerage offices ad- 
joining shopping centers, and super 
markets have found women keenly in- 
terested in displays like that of Cali- 
fornia Packing Corp. They come in 
to comment, “So that’s who makes 
Del Monte products!” 


Women Uninformed 


Though they control much of the 
nation’s wealth (particularly during 
widowhood), women are generally 
uninformed about investment matters. 
Fewer than two out of 10 have a 
clear idea of what the Stock Exchange 
does. Dealers in securities are trying 
to remedy this, through forums, 
courses, lectures and other community 
programs. Bache & Co., for example, 
furnishes speakers for women’s groups 
on an average of 30 to 40 times a year 
and distributes a booklet, “Dividends 
Are a Girl’s Best Friend.” ‘Two 
years ago the firm joined Saks Fifth 
Avenue to stage a fashion show in its 
midtown New York office, to drama- 
tize against the background of the 
quotation board how a woman may be 
well dressed through extra earnings 
from securities. The day being rainy 
300 were expected, but 1,500 came, 
making it necessary to repeat the show 
four times. 

Sylvia Porter, syndicated financial 
writer, has done much to tell women 
the facts of finance in terms they can 
understand. Another specialist is 
Dorothy Williams, investment coun- 
selor and organizer of community 
programs (many of them sponsored by 
banks), who has spoken before hun- 
dreds of thousands of women on 
financial subjects. 

The Federation of Women Share- 
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There are Trees (La.) around them, and a Hill 
N.H.), and a Pleasant View (Colo., Ky., Tenn 

The Commercial Point (Ohio) is that they're 
prosperous—and difficult to reach. 

They live in true small towns—the towns of 2500 
or less and beyond the influence of a big city. They 
have no daily paper. Magazine subscription crews 
don't bother with them. TV coverage is far from 
adequate. True small towns represent America’s 
least exploited market. 

Here is your advertising opportunity. 

For true small towners read Grit—cover to cover, 
week in and week out. Grit speaks their language. 
Its emphasis is on personalities rather than political 
philosophies. On church socials rather than coming- 
out parties. On pumpkin pies, not crepes suzette. 

The Grit viewpoint is shared by no other publi- 


ZG 
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All postmarks are actual reproductions. Post 


offices mentioned in the text really exist. 


Grit reaches hard-to-reach 


people in America’s 


true small towns 


cation. It has won the devotion of 334 million 
readers in 16,000 small towns 
Grit’s thunderous circulation concentration in 
small towns of 2500 and less—58.54%, miles be- 
yond that of any other national publication 

All this helps explain why Grit advertisers can 
count on an ever-growing share of the important 
small-town market. We've 20 years of consumer 
studies which prove that statement beyond doubt 

And these small-town Peoples (Ky.) are yours at 
so little Cost (Tex.)! You can buy a big-space, year- 
round Grit campaign for as little as the price of one 
insertion in a mass-circulation magazine. What are 
you waiting for? 


It’s the reason for 


Grit Publishing Co., Williamsport, Pa. ¢ Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


ee wey gests as fet 
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The South—Problem 
Or Opportunity? 


by 

John Pepper 
and 

Bert Ferguson 


Does it actually cost you more to get 
the South? Is it really a dif- 

area for your sales organization? 

is it possible that you may have 
ssing the key to the whole 


DECISIVE ELEMENT 


Here is an important factor which 
until recently has been overlooked. It's 
the size and purchasing power of the 
Negro market. For instance 40 percent 
of the Memphis trading area is Negro. 
It had never been directly reached until 
our radio station WDIA became the 
first to program exclusively for this 
“Golé€en Market.” 


CUSTOMER CONCENTRATION 


In our WDIA coverage area are 
1,230,724 Negroes—more than in Chi- 
cago, more than in Los Angeles, Cleve- 
land or Baltimore—actually close to 10 
percent of the Negro population of 
America! WDIA dominates this area 
as the niy 50,000-watt station in 
Memphis. It uses only Negro voices and 
music, in an approach these listeners 
understand enjoy and respond to 
That’s what put WDIA at the top of 
Hooper and Pulse ratings in Memphis 
—and keeps it there! 


THEY SPEND 80° 


Still another consideration is the fact 
that these folks spend 80 percent of 
their income on consumer goods and 
services. Records show that 64.8 per- 
cent of all flour sold in Memphis is 
bought by Negroes... 56.6 percent of 
all bleaches . 60 percent of all chest 
rubs. That makes one reason why we 
have success stories by the dozen at 
WDIA! We can tell you about 

Esso, Pet Milk, Budweiser, Maxwell 

House, Halo, Ford, Bromo Quinine, 

Lydia Pinkham, Wildroot, Nu-Maid 

and Continental Trailways. 

But we'd rather tell you about proof 
of performance in your own line. Won't 
you write and let us know what special 
products you're interested in? We'll 
promptly send you factual information 
on how WDIA's powerful advantages 
turn problems into profits 

WDIA resented nationally by 
the Johr sompany 


JOHN PEPPER, President 


hit Peg 


BERT FERGUSON, General Manager 


Rosi tirsiny 


HAROLD WALKER, Commercial Manager 


holders in American Business, with 
headquarters in New York, strives to 
induce women to exercise their rights 
as shareholders and to get more of 
them on boards of directors. Founder 
and head of the eight-year-old non- 
profit organization is dynamic Wilma 
Soss, sometimes credited with being 
the prototype of the heroine in “The 
Solid Gold Cadillac.” To dramatize 
her protest against what she regards 
as old-fogey practices, Mrs. Soss has 
appeared at stockholder meetings in 
Victorian garb rented from Brooks 
Costume Co. Though some scoff at 
the federation, other leading indus- 
trialists and members of the financial 
community are seeking its approval, 
participating in its sessions, and adopt- 
ing the policies it advocates. 

Now in its fifth printing is ““Teach 
Your Wife to Be a Widow’ by the 
New York Herald-Tribune’s finan- 
cial editor, Donald I. Rogers. Treat- 
ment is implied in its title, which was 
chosen for its shock value. 

One way for the new investor to 
get his feet wet and gain confidence 
without much risk is through the in- 
vestment club. Hundreds have been 
formed in recent years. Procedure is 
simple. A group gets together, usually 
friends, fellow-employes or others 
with common interests. Each puts up 
a small sum monthly, say $10, the 
total to be invested in stocks mutually 
agreed on. Officers are elected, meet- 
ings held, information about stocks 
pooled, dividends reinvested. The 
treasurer-agent deals with a local 


broker. 


Stock Buying Clubs 


Handling the account of a club is 
not in itself necessarily profitable to 
a broker, but the by-product business, 
growing out of new accounts opened 
individually by club members, can be 
very profitable. The firm of Watling, 
Lerchen & Co., Detroit, has dealings 
with more than 200 such clubs. A 
representative of the firm’s Ann Arbor 
branch, Wager Glas, through his in- 
terest in these clubs, last year opened 
108 personal accounts for members. 
They have participated in 250 trans- 
actions and bought more than 11,000 
shares of securities with a dollar vol- 
ume of $180,000. 

The National Association of In- 
vestment Clubs, with headquarters in 
Detroit, has 1,053 member clubs with 
14,000 individual members. It esti- 
mates that 10,000 additional groups 
have just organized or are in the 
process of organization. The associa- 
tion’s prize success story concerns six 
young men who organized a club in 
1941, invested $10 a month apiece, 


* Henry Holt, $2.50. 


later took in six additional members. 
To date the group has deposited $25,- 
000, reinvested $35,000 of earnings, 
withdrawn $22,000 — and now has 
holdings of $81,000. 

That the investment club is a mar- 
ket factor and will become more so 
was made evident to the New York 
Stock Exchange last summer. A two- 
day study of transactions on the stock 
market revealed that clubs accounted 
for 5.6% of all institutional volume 
—spending even more than insurance 
companies. 

Though the exchanges (notably 
the New York Stock Exchange) are 
assuming most of the responsibility 
for educating the public in capitalism, 
they get help from other sources: 

Financial W orld magazine has been 
giving awards for excellence in annual 
reports for the past 16 years, thereby 
elevating standards. The publication 
has served as a clearing house of in- 
formation on preparing and improv- 
ing annual and interim reports; on 
distributing and “merchandising” or 
publicizing them. 


Service to Brokers 
Standard & Poor’s, publisher of 26 
different services for brokers, security 
dealers and investors, acts as a clear- 
ing house for successful ad plans. 
The Invest-in-America movement, 
now in its eighth year, has grown 
from independent beginnings in Phila- 
delphia and Los Angeles, as a one-day 
symposium, to observance of Invest- 
in America Week in 22 cities. 
‘Though the financial community is 
carrying the ball, to a large extent, in 
the “Every Man a Capitalist” move- 
ment, corporate managements are in- 
creasingly aware of their own respon- 
sibilities in this respect. Some straws 
in the wind: Annual reports are 
fuller, franker and easier to read — 
and managements are striving for 
larger audiences for them. .. . 
Though not new, the practice of wel- 
coming employes into the ranks of 
shareholders is growing. . . . Com- 
pany executives are accepting with 
resignation, if not alacrity, the neces- 
sity of willingness to appear before 
(and answer the questions of) secu- 
rity analysts, financial writers and 
shareholders at annual meetings. . . . 
It is reasonable to expect that cor- 
porate management should assume 
some of the responsibility of edu- 
cating the public in the way our con- 
omy works. It is industry which 
needs venture capital to expand, and 
to provide jobs for our growing popu- 
lation. The money can’t come from 
the ranks of the rich: They aren’t 
rich enough and there are too few of 
them. The End 


SALES MANAGEMENT 


Toledo and its industrial wealth are the hub of WSPD-TV’s billion 
dollar market. Toledo is the nation’s 3rd rail center, and is listed 
among the United States leaders in 11 of the 19 industrial classifi- 
cations! ; 

Along with Toledo, WSPD-TV gives you maximum 316,000 
watt power for-complete saturation of our 23 county, billion 
dollar market. 

Your sales message will be heard, and your product will be 
sold with WSPD-TV—first in Northwestern Ohio. 


VL ; > | \e RADIO 
fz ~-— TELEVISION 
ae. TOLEDO, OHIO 


Represented Nationally 
Storer Broodcasting Company by KATZ 


TOM HARKER NAT SALES DIR. 118 & S?th STREET. NEW YORK 


1950 Population 83,528* 


1955 Population 96,531* 


“350 W088 


THAT’S METROPOLITAN WATERLOO’ 
-.- IOWA’S FASTEST GROWING MARKET 


T Metropolitan Waterloo includes four fast-growing cities * Populations for the Waterloo City Zone as certified in each year by the 
— Waterloo proper, Cedar Falls, Evansdale and Castle Audit Bureau of Circulation. 
Hill. Spendable income per household is $5,929 in this 
industrial-agricultural market. 


The Daily Courier, of course, gives saturation coverage tw nterlo 0 Daily Con ti cr 


to this market... PLUS 14 other lowa counties with an 


s wi C 
additional population of more than 217,000 WATERLOO, IOWA 
. Brooks & Finley. Notional Adve Sashes 
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Hit em where they 


NO SELLING CAMPAIGN 


iS COMPLETE WITHOUT THE WBC STATIONS 


Support the Ad Council Campaigns 


Your market is moving ! Census figures show 
that suburbs have grown seven times as fast as 
cities during the past five years. Unless you go 
out there after them you’re likely to miss up to 
half of your market—and the big-spending half, 
at that. 

That’s why you need the big 50,000 watt WBC 
radio stations. WBC stations go far beyond the 


A) 
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city limits. WBC stations have the power, the 
programs, the coverage, the audience. They save 
you the trouble and expense of buying three or 
four other stations to do the job one of them will 
do for you. Talk it over, soon, with Alexander W. 
“Bink”? Dannenbaum, Jr., WBC National Sales 
Manager, MUrray Hill 7-0808, New York. Or call 
your nearest WBC station. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 
BOSTON —WBZ+WBZA 
PITTSBURGH — KDKA 
CLEVELAND—KYW 
FORT WAYNE —-WOWO 
PORTLAND — KEX . 


KPIX REPRESENTED BY 


TELEVISION 
BOSTON —WBZ-TV 
PITTSBURGH — KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO — KPIX 


THE KATZ AGENCY, IN¢ 


ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN 


we. ? 


EVERYBODY* GETS TOGETHER months before a new 
product is launched by Standard Oil Company of California. 
Engineers and advertising men, sales personnel and re- 


searchers work together to promote a new Standard 
product from idea to the market stage. The result is that 
sales efforts are ready to start when product is introduced. 


How Standard Oil Sets the Stage 
For the Debut of a New Product 


A new item is hardly more than a gleam in the eye of a 


product development man when all departments sit down 


together to study potential markets and to coordinate 


the sales, advertising and promotion plans for its send-off. 


“We're going to have a new prod- 
uct ready for promotion in six or 
eight months.” 

This news from the marketing peo- 
ple at Standard Oil Company of Cali- 
fornia alerts the personnel of every 
other department concerned. It sets in 
motion a system, proved for 10 years, 
that insures marketing coordination. 
As a result, Standard of California has 
one of the most efficient promotion 
operations in its field: Product and 
complete advertising and promotion 
program are ready to start the sales 
trip simultaneously. 

The system operates through infor- 
mal meetings between advertising and 


*(Left to right): F. R. Roper, assistant 
manager, Advertising; H. R. McFeeters, 
merchandising manager, Retail Sales; 
H. R. Porter, senior product engineer, 
Product Engineering; F. L. Craise, man 
ager, Product Engineering; F. E. Luther, 
research engineer, California Research 
Corp.; J. R. MacGregor, research coordi- 
nator, California Research Corp.; M. A. 
Mattes, manager, Advertising; R. W. 
Goodale, manager, Lubricant Division, 
Wholesale Sales; C. H. Lais, specialist, 
Lubricant Division; J. K. Vineyard, spe 
cialist, Advertising; J. B. Pollock, ac- 
count executive, Batten, Barton, Durstine 
& Osborn, advertising agency. 
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other key departments. The meetings 
begin when the product is in the de- 
velopmental phases. Choice of person- 
nel for the prepromotion meetings de- 
pends on the product, its purposes, 
and special problems. 

Usual participants are product en- 
gineering groups, research supervisors, 
marketing and production men, legal 
department representatives, advertis- 
ing management, the advertising spe- 
cialist charged with direction of the 
promotion, advertising agency men 
and copy writers. 

The same approach is used for con- 
sumer and industrial products. As a 
rule, more study and inquiry go into 
the prepromotion work for a consumer 
product, because more “translation” 
is required. 

Says M. A. Mattes, manager of ad- 
vertising: “Technical or semitechni- 
cal information must be translated 
into language the general public can 
understand. In the case of an indus- 
trial product, we can use technical or 
semitechnical phraseology because we 
are appealing to a technical-minded 
audience.” 

Whatever the market, the more ba- 
sic information absorbed by those re- 
sponsible for promotion, the more ef- 


fective their performance. The adver- 
tising groups at first listen while en- 
gineers and research men talk, and 
thus acquire a deeper understanding 
of what is going into the product, 
the whys of. its development or im- 
provement, the marketing aims and 
problems. 

“Go to an engineer or a research 
man with questions on a completed 
product and you may get the facts you 
want,” notes Mattes, “but not the 
same feel as if you had ‘sat in’ while 
they were absorbed in the develop- 
mental work and frankly discussing 
factors that can be presented power- 
fully in advertising or other promo- 
tion material.” 

He adds, “In these group discus- 
sions an engineer often brings out 
some point that is invaluable to us in 
advertising. We might spend a week 
digging it out through cold contacting 
— or maybe never uncover it.” The 
product is viewed from every angle, 
objectively, critically, its shortcom- 
ings as well as its advantages spot- 
lighted. If a product is being im- 
proved, the significance of the im- 
provements is brought out. Competing 
products may be freely analyzed. 

The number of meetings held de- 
pends on the speed of development, 
importance of the product, complexity 
of the information. If it is a question 
of marketing a new lubricant, for ex- 
ample, there may be two, three, or 
more new products in the works. Dis- 
cussion may cover all of them. The 
product nearest the marketing dead- 
line gets more and more of the spot- 


SALES MANAGEMENT 


$374 million is the yearly grocery budget of the families 
in the Syracuse Newspapers circulation area 


When you think of Syracuse, think BIG! 
Think of Syracuse PLUS the 14 surrounding 


AMERICA’S counties . . . a market of 1.3 million 


people spending $1.9 billion a year. 
& 

est There's a single, economical way to SELL SYRACUSE 

TEST AND THE REST of Central New York. The 

Syracuse Newspapers deliver 100% SATURATION 

MARKET of the metropolitan area . . . and EFFECTIVE 


coverage in the 14 other counties. 
*Sales Management's In this great market, no other combination of 


Audited Survey, June, 1955 
media can do a comparable job at a comparable cost. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN ye THE POST-STANDARD 


Evening Sunday Morning & Sunday 


IRCULATION ined Daily 228,754 Sunday Herald-American 221 
NEW YORK STATE CIRCULATION: Combined Daily 228,754 ay Herald-America 
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97% 
ARE YOU AMONG THEZ I NOT 
CURRENTLY ADVERTISING IN 


ARCHITECTURAL RECORD? 


If your advertising program to architects and engineers does not at present 


include Architectural Record—or if you have only a potential interest in 


the architect-planned building market—we would welcome the oppor- 


tunity to place in your hands by return mail market and media facts 


explaining why three-fourths of all building product manufacturers in one 


or more of the three leading architectural magazines currently advertise in 


Architectural Record.* 


Examine the items offered on the opposite page which relate to your 


advertising and sales objectives—then circle the related key numbers on 


the coupon provided at the bottom of the page and mail to us today. 


dont 7a: 
miss TT te 


RECORD 
HOUSES 
OF 1956 


This bonus (mid-May) issue will be devoted 
exclusively to an unprecedented presenta- 
tion of architect-planned houses for TYPI- 
CAL American families. 

Following distribution to Record subscribers 
it will become a beautiful book of houses for 
the general house building public with the 
advertising in it at no extra cost to the 
advertiser! 

Here is a truly outstanding advertising op- 
se romayy for manufacturers of quality 
uilding products for the American Sane 
For more information circle AR 17 on coupon 
opposite. Closing date April 2. 
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* In 1955, 73% of all advertisers in one or more of the 


three leading architectural magazines advertised in Archi- 
tectural Record. Architectural Record had... ¢ 24% more 
advertisers than the second magazine, e 57% more ex- 


clusive advertisers ¢ 30% more advertising pages. 
In 1956 (2-months) Architectural Record has extended 


its advertising page lead over the second-place magazine 
to 42%. 


F.W. DODGE 


if Architectural 


‘éworkbook of the 
é C 0 r active architect 
_ j ” 
CORPORATION and engineer 
119 West 40th Street 


New York 18, N. Y. 
OXford 5-3000 
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If you are interested in the building market and the reasons why year 


after year—and increasingly in 1956—more building product manufacturers are 


placing more advertising pages in Architectural Record than in any other architec- 
tural magazine, we will gladly send you by return mail any of the following market 
and media data. Just circle the key numbers (AR 1, AR 2, etc.) of the items you 
want on the coupon below and mail to Architectural Record. 


Market Architect and Engineer 
AR 1 Analysis, by type of project, of archi- Circulation 


tect-planned work 12 months 1955. 


AR 2 Analysis of architect activity—a study AR 8 


of the work actually done in a 12- 


Comparative architect and engineer 
circulation, three leading architectural 


; magazines. 
month period by 380 representative 


architectural firms. AR9 Publisher’s Statement (Audit Bureau 


of Circulations). 


AR3 Construction potentials for 1956 as 
estimated by F. W. Dodge Corporation. 


AR 4 __ Information on architectural specifica- Editorial 


Pe MY ARO Editorial awards 
AR 11. Editorial staff 
Verifiable Market Coverage by = AR 12. Fuitorial approach 
Architectural Record of . . . AR 13. Comparative editorial quantity of the 


three architectural magazines. 
AR 5 nonresidential building types, 
AR6 residential building types. Advertising 


AR 14 Pointers on writing architectural « opy. 


Readership AR 15 Comparative advertising volume, three 


product. 


AR7 A report on 91 independently sponsored leading architectural magazines. 
studies showing the reading prefer- AR 16 Volume of advertising in product 
ences of architects and engineers. classification of interest to me 


Fill out and mail this coupon 


Circle appropriate key numbers to obtain market and media information AR 11 AR 17 
offered on this page and return to: Advertising Department, Architectural AR 12 


Record, 119 West 40th Street, New York 18, N. Y. ~ 4 


AR 15 
AR | staff architects and engi- AR 16 
AR 2 : neers in commerce and industry (write in product classification) 
AR 3 —__——other (write in)- 
AR 4 pre After I’ve had an opportunity to 


review the above items, please 


(write in name of product) 
have your representative contact 


AR 5 ARG 
* (write in types of projects of AR 10 


4 greatest impoftance to you) 


me in case | have any questions. 


ARG Name 
AR 7 . 
AR8 Check type of circulation you are Title 
particularly interest in: Company ag 
registered architects 


———consulting engineers Address 
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"More than 
twice as good," 


Sucurive 
PROVIDEN, 
con 
ALES orice AND», 
OST ER yy 


Overwhelming Advantages? Yes! 


If you haven’t yet tried The Wall Street Journal, you haven’t 
learned how big the business market really is, Advertiser after 
advertiser talks about The Journal, writes about it, and uses it 
increasingly. There’s nothing like good prospects exposed to a 
good ad. Try The Journal and you'll agree. 


Circulation: 376,426 


THE WALL STREET JOURNAL 


NEW YORK * HICAGO 


44 Broad St 


light ; at the same time, the promotion 
men are piling up information about 
the other products coming along. 

As development progresses and the 
product is slated for promotional em- 
phasis, certain specific information is 
sought. Example: What is the total 
annual potential market for such a 
product — with breakdown for the 
territory covered by the company? 
What types or. classes of trade is it 
destined to reach? Where will it be 
used? Who will buy it? If it is an 
industrial product, what fields will 
be most interesting? 

The inquiry is searching. Which 
field or fields offer the greatest po- 
tential ? Must sales be confined to any 
geographical — or climatic area? 
What about competitive products 
(and activities) ? Is it possible to es- 
timate competitors’ share of the mar- 
ket? 


Special Training Needed? 


Still further along, the advertising 
men look for information. that will 
help them in preparing the best selling 
aids, or integrating the proposed ad- 
vertising with existing sales pro- 
grams. They ask about sales promo- 
tion material (brochures, pamphlets, 
posters, etc.) and its use: Handouts? 
Salesmen’s presentation aids? ‘To sell 
more to present customers? To get 
new customers? If any special field 
sales training program is indicated, 
the advertising men find out about 
that too. They assemble data on past 
or current promotion plans, existing 
market or sales surveys, and other ma- 
terial that may have a bearing on the 
promotion of the new or improved 
product. 

On the product itself the adver- 
vertising men seek major selling points 
or advantages (valuable source data 
frequently have been noted in the 
early discussions ). They want to know 
which of the selling points are ex- 
clusive with their own company. They 
ask whether quality or price is the 
chief factor, what is the best sales 
season for the product. If the prod- 
uct is entirely new, even more com- 
plete information is sought: a thor- 
ough technical understanding of it, 
why it is being developed, what prod- 
uct or products it replaces, its pur- 
poses or the service it will render. 

The effectiveness of Standard’s sys- 
tem in guaranteeing well-coordinated 
marketing—particularly when a new 
product is involved—is told in (How 
Standard Oil Salesmen Dramatize 
Proof-of-Performance, p. 73, Feb. 1, 
1956) which describes the firm’s in- 
troduction of a new type of industrial 


lubricant. 
The End 
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Packaged and portable—Just pick up your Kodascope 
Pageant Sound Projector and you're on the way. 


Simple threading—No fiuffs when you follow the Pageant's 
printed film path. 
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| 
| 
| 
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| 
| 
| 
| 
| 
| 


Easy setups—Fast and simple, because your Pageant Pro- 
jector’s reel arms fold into place. 


Show's on—Flick the switch and your Pageont takes over, 
quietly, effectively. 


Smooth, easy start for more 
effective movie showings 


No matter who’s behind it, the Kodascope Pageant 16mm 
Sound Projector gets your shows off to a smooth start. 

A Pageant ends forever those troubles that come from 
old-fashioned, balky projectors. And it ends the fumbles, 
mumbles and delays that interfere with proper and effective 
presentations. 

Anyone ‘can run a Pageant—competently and happily. 
Try a Pageant. It’s the projector that puts the professional 
touch in your movie presentations. 


Get the facts before you 
decide. Free booklet shows 
how and why modern Ko- 
dascope Pageant Sound 
Projectors make for 
smooth, sure, satisfying 
movies for business, school, 
church. This coupon will 


Dept. 8-V 


NAME * 


Because ONLY with a Pageant will you get: 


1. Permanent lubrication to bypass the most common cause of 
projector difficulties. 

2. Unique Super-40 Shutter that puts 40% more light on the 
screen than ordinary shutters, adds brilliance and sparkle. 

3. Tone and volume controls, baffled speaker, true-rated ampli- 
fier; all teamed for adequate, comfortable, true sound fidelity. 
4. Your choice of 3 models, one just right for your individual 
requirements. 


EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 


Please send me complete information on the new Kodascope PAGEANT 
16mm Sound Projectors, and tell me who can give me a demonstration. 
1 understand | am under no obligation. 


bring the book to your 
desk. No obligation, of 
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PROMOTER... 


Dave Partridge (1) and J. J. Kelly look over some of their 


“come-ons,” including a French beret, Basque shirt, perfume from Paris. 


Ah, Paris! (You Can Hold Interest 
In a Year-Long Sales Contest!) 


The Westinghouse stations chalk up some fancy percent- 
age increases in sales and profits when general managers, 
sales managers and promotion managers compete for free 
trips—wives included—to the French capital. See how 
excitement was built up and maintained with showmanship. 


“One of the finest promotional 
efforts I’ve seen in radio. . . . It was 
showmanship that was the hallmark 
of this contest — and without show- 
manship the idea wouldn’t have come 
off.” 

That’s Donald McGannon, presi- 
dent, Westinghouse Broadcasting Co., 
Inc., talking about a contest that ran 
365 days and rolled up the greatest 
sales increases Westinghouse Broad- 
casting ever had. 

It was in January, 1955, that West- 
inghouse launched — with a cham- 
pagne party at the Stork Club a 
contest which involved only 20 con- 
testants. And 20% of these—or four 
men—were to win a trip, for two, to 
Paris . . . all expenses paid. Can you 
make money, throwing around prizes 
like that? Brother, you can! For 
when the sales were totaled at the 
end of last year here’s what came out: 
Local spot sales for all WBC radio 
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stations increased 13.5% during the 
year; national spot sales increased 
10.4% ; combined national-local spot 
increase was 11.9%. And KYW 
(which was Philadelphia, and now 
Cleveland) jumped local sales by 
19%, national spot by 31.4%. The 
station increased its profit by nearly 
20 times over 1954... and the small- 
est profit gain shown by any of West- 
inghouse’s outlets was 12.4%. 
Credit for so astutely managing 
to heat up the contestants and keep 
them boiling all year goes to David 
Partridge, promotional manager for 
WBC. He recognized that he had 
a terrific job on his hands: It isn’t 
dificult to get enthusiasm for a con- 
test which will run only a limited 
time. But people get bored when they 
are subjected to daily pressure during 
a year’s span. So Dave set off the 
contest with dramatic fanfare and 
then kept it exciting and amusing. 


Before the “French Dinner” at the 
Stork, Dave already had in the mails 
an announcement of the contest to 
the contestants’ wives. This may have 
seemed like dirty-pool, but one of the 
winners sheepishly announced that if 
he hadn’t won that trip to Paris he’d 
possibly have faced a divorce. 

For the only contestants were the 
general managers of the stations, the 
sales managers, the program managers 
and the promotion managers. (And 
most of these gentlemen have wives 
who know each other. ) 

Dave set the stage with the kick-off 
dinner: Naturally, the wives were 
invited, too. The private room was 
as French as the Eiffel Tower — spe- 
cial decorations, French music, a 
French hostess. Each entrant then 
was given a booklet which explained 
the contest so that there could be no 
misunderstandings. 

But after the kick-off came Dave's 
real reconnaissance work. Each month 
he sent out special “Hot Flash’’ bul 
letins, showing the sales and profit 
figures, the percent of increase over 
the previous year, for each station. 
And at least once a month a special 
reminder item was mailed to each en 
trant to whet his interest. Among the 
items: a French beret, a Basque shirt, 
a subscription to Realities, French 
perfume, a package of French ciga 
rets, French recordings, a French- 
English dictionary. 

On the first day of spring Dave 
saw to it that the wife of each con 
testant received a bouquet of violets 
the old ‘‘Paris in the Spring” idea. He 
would have sent a violinist with the 
flowers if it had been possible. 

When Christmas rolled around, al 
though the contest was all but over 
a four-compartment liquor decanter 
very French—arrived at each house 
hold with a little jack-in-the-box 
which, when touched, ran up a flag 
that said, “You'll blow your top if 
you re left at the dock!” 

It was obvious to Westinghouse 
executives that the contest was going 
over: Sales climbed steadily. But 
more indicative, KEX launched its 
own contest-with-a-contest. It gave all 
its personnel a chance to win a one 
week vacation, for two, in Las 
Vegas. And WBZ ran a summer 
sales contest with two cash awards of 
$100 each and $1,000 in Government 
Bonds as prizes. KYW gave its sales- 
men “lucky bucks,” chits earned for 
increased sales. The lucky bucks were 
redeemable for quality merchandise. 

Recently, the winners were brought 
to New York and handed their tickets. 
And guess who won in the general 
manager category? The general man- 
ager of KYW — Franklin A. Tooke 
—a bachelor! The End 
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Slow shipments gave Sammy a temper quite rare 
As wild as a lion, as cross as a bear. 
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Whether you're sending or receiving, 
whether your shipment is big or small, 
no matter where you ship .. . it pays 
to specify Railway Express. You'll find 


it makes the big difference in speed, economy, 


and safe, sure delivery. It's the complete 


shipping service, free enterprise at its best. 


New, World Wide Service! 


Save money and time on import-export shipments! Now, 
overseas air connections provide the most economical, 
fast service for international shipping. See your Railway 
Express agent for further information. 
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Sam’s calm as a clam now, he’s found out at last 
That RAILWAY EXPRESS is dependably fast! 


“LD, 
EXPRESS 
I GENCY 
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SALES WORK SHEET (top) telis what sales volume is to 
date. It allows sales manager to know at a glance how this 
volume compares to last year, what markets need attention. 


T 


| 


: BE 


FIELD WORK SHEET (bottom) is a supervision planner. 
By showing the dates the sales manager spends with each 
salesman, it lets him know if he is neglecting any of them. 


McKesson Invents an All-Purpose 
Work-Organizer for Field Managers 


It's as ingenious as a Goldberg. Properly used, the few 


pages in one thin portfolio control both time and effort, 


keep tabs on work with individual salesmen—even tell sm's 
secretary what she is to do. Here's the mechanism of it. 


Field sales managers of McKesson 
& Robbins, Inc., have started out 1956 
with a time-controlling calendar that 
is proving to be a triple-duty sales aid: 

1. The calendar helps the sales 
manager plan — for tomorrow, next 
week, next month. 

2. It helps him to organize his 
time and his responsibilities so that he 
can spend a maximum of time man- 
aging the production of sales and a 
minimum of hours mired in the rou- 
tine of office detail. 

3. It helps to guide him toward 
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short- and long-range objectives: 
keeps him keyed to over-all company 
plans and aims. 

The calendar idea stems from the 
fact that McKesson sales managers— 
typical of sales managers in all indus- 
try—are confronted each day with a 
multiplicity of major and minor de- 
tails. Some of these they can delegate, 
some they can supervise, and others 
demand their personal attention. The 
McKesson calendar is designed to cue 
them daily on the reports due, the 
meetings scheduled, the promotions to 


follow up. It guides them to channel 
work to others. It makes it easy for 
them to “plan their work and work 
their plan.” 

“For several years now,” says Dr. 
Herman C, Nolen, McKesson execu- 
tive v-p in charge of wholesale drug 
merchandising, “‘we’ve sent planning 
calendars of one type or another to 
our sales managers. This year, how- 
ever, we decided to go considerably 
farther than we have in the past. We 
wanted to give them a complete plan- 
ning package. The task of working 
one up was assigned to Robert Gil- 
liam, Northeast district man 
ager.” 

An example of a planning feature 
is the calendar’s Sales page: “It was 
kept as simple as possible,” says Gil- 
liam. “On it, each manager jots down 
once a month such things as hospital 
sales, turnover orders, sales expenses 
sales objectives, actual total sales. In 


sales 
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Prominent Users of Strathmore Letterhead Papers: No. 121 of a Series 


The design of the new 

red, white, and gold 

Philip Morris package 

was decided upon only after 
exhaustive consumer 

and market tests. 


30 
PLA, 


PHILIP MORRIS 


OO Park thea, Mie p/P Mee pm 


No change in Quality! 


While preserving quality and tradition a good 
reputation can frequently be enhanced by adding a modern ap- 
proach. The new Philip Morris letterhead, for example, continues 
to appear on a Strathmore Paper to retain the dignity of the past 
in its simple and contemporary design. Consider your own letter- 
head. Does it convey your company’s reputation in a modern man- 
ner? Has it the expressiveness inherent in Strathmore quality? Let 
your supplier help you make the wise change-over to a more up-to- 
date letterhead design on Strathmore paper! 


Philip Morris Incorporated, long one of the leading 
cigarette manufacturers (Philip Morris, Parliament, and Marl- 
boro), recently adopted a new design for its Philip Morris package. 
Developed coincident to an improvement in tobacco blend, the new 
package was created to appeal to modern design tastes and mer- 
chandising techniques, as was the radically changed Marlboro 
package introduced about a year ago. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT 
THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CC 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BONI 
ONION SKIN. STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER 


STRATHMORE 


all, there are 20 different items. ‘This 
chart, which is compact and easy to 
keep up, provides him with a month- 
by - month, quarter - by - quarter ap- 
praisal of how he’s doing. It allows 
him to make comparisons, to spot in- 
stantly any sales lags or sales spurts, 
underestimates or overestimates. 

“Unless a sales manager knows 
where he has been, where he is now, 
and where he wants to go sales-wise,”’ 
Nolen points out, “he cannot possibly 
be an effective, efficient manager. Sales 
facts and figures—and their interpre- 
tations—are valuable and vital to suc- 
cessful sales management. How- 
ever,’ Nolen continues, “true sales 
management takes place in the field. 
We want our managers out with the 
men. Consequently, our calendar is 
assembled to provide them with all 
necessary figures for sales analyses, 
while freeing him from bothersome 
calculation and classification of sel- 
dom-used data.” 

The McKesson calendar has sev- 
eral pages for field work reports. They 
are extremely simple. There is space 
for each salesman’s name, followed by 
12 rectangles—one for each month of 
the year. The sales manager’s duty 
here is to pencil in the work he does 
with each salesman and the date. 


Simple but Effective 

“Our Field Work chart,” says 
Nolen, “is wonderful in its simplicity 
and the jobs it performs. It is kept 
by the sales manager for his own in- 
formation, but it supervises his activi- 
ties better than we could ever hope 
to do from the home office. Specifi- 
cally, the sales manager can tell at a 
glance how much time he has not 
been in the field each month. It shows 
up as glaring white blanks which 
have the effect of urging him to 
change his work habits. Secondly, it 
shows him how frequently he sees 
each salesman, with the effect that it 
keeps him from spending too much 
time with his favorite and too little 
time with the man in the most distant 
territory.” 

The ‘‘calendar” part of the calen- 
dar is a daily reminder. Jobs which 
are basically those of the sales mana- 
ger are printed in red, and those 
his secretary should do are in black. 
Coded numerals indicate who should 
get reports and copies of letters. 

“Thus far,” Nolen says, “the calen- 
dar has been highly successful. We've 
received praise from many of our 
sales managers on its value and we 


Makers of Fine Papers feel confident that it will make a 


sizable contribution toward making 
1956 a good year for the McKesson 
STRATHMORE PAPER COMPANY. WEST SPRINGFIELD. MASSACHUSETTS & Robbins organization. The End 
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EVERY YEAR! 


@ The 1954 Census of Business shows Detroit’s retail sales 
increased 41% between 1948-54 ... second highest gain in 
all major markets. In 1955, business rose another 9%. The 
6-county Detroit area is now a 5-billion dollar market! 


@ Detroiters’ family income, greatest in the nation, increased 
from $6300 in 1954 to $6700 in 1955. Total effective buying 
° power. was up half-a-billion dollars! 

THE DETROIT NEWS carries twice @ 39,000 new homes were built in Detroit in 1955—a total 
of 213,000 the past six years! 


as much advertising linage as 
either of the other two Detroit 
newspapers—and delivers the larg- 
est weekday and Sunday circulation 
of all Michigan newspapers. . . 


452,721 Weekdays—557,740 Sundays Big years in the past—BIGGER years to come 
(ABC 9/30/55) 


The Detroit News 


THE HOME NEWSPAPER 


@ Latest figures show Detroit’s employment at 1,316,000. 
With new-car sales on an up-swing since February 1st, employ- 
ment is on the increase and a 6-million car year is forecast! 


Eastern Office: 110 E. 42nd St., New York 17 © Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
Pacific Coast: 785 Market Street, San Francisco, Calif. © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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Dixon's new president had never "sold." 


But he's learning fast, at first hand, that... 


“A President's No. 1 Job 
Is Profitable Selling’ 


Last April, after 41 years in non-selling capacities at 
Joseph Dixon Crucible Co. (est. 1827), Frank G. Atkinson 


took the reins. He went on the road to find how orders 


are won. Now, he's girding Sales for far greater growth. 


BY LAWRENCE M. HUGHES 


“Tf I were a young fellow today, 
I'd start in selling.” 

“Every other part of the business 
is a service department of Sales.” 

From a man who has spent 41 
years with a company, in almost every 
department but Sales, such statements 
may have special meaning. Last Ap- 
ril, when he was chosen president of 
129-year-old Joseph Dixon Crucible 
Co., Jersey City, Frank G. Atkinson 
took over, as his No. 1 responsibility, 
“profitable sales.” 

In the 
Atkinson 

1. Has gone on the road with sales- 
men to learn their problems and to 
meet their customers and prospects, 


months since, President 


and 

2. Has worked with sales managers 
and their men to make the most of 
the men’s time, ability and efforts. 

The goal is greater growth in the 
next decade than in all the 13 decades 
before. 

The fact that neither Atkinson nor 
any of his six predecessors as presi- 
dent actually peddled products, how- 
ever, does not mean that selling has 
been an afterthought with Dixon. 
The company could hardly have be- 
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come a major factor in four widely 
different consumer and _ industrial 
areas without the help of policies, 
products and people to cultivate cus- 
tomers—of which Dixon now has a 
total 18,400. Edward M. Cabaniss, 
previously president and now board 
chairman, 
training and development. And as ex 
ecutive v-p for four years, Atkinson 
himself grew familiar with 
Sales. 

Atkinson in fact has long studied 
problems of economics and manage 
ment. As a former manufacturing ex- 
ecutive he knows that ‘‘a factory and 
a laboratory don’t put you in busi- 


initiated steps in sales 


more 


ness—but an order does.”’ Corporate 
progress in the face of mounting costs 
and taxes, new competitive products 
and changing markets, calls for con- 
tinually stronger selling. 

In the last decade, he shows, while 
the nation’s production has expanded 
80%, the number of. men who sell 
all these things has increased only 
18%. Every company needs either 
more or better salesmen, or both 
and better sales direction. 

Frank Atkinson is not setting out to 
outshine his predecessor. All of them 


in their day were highly rated. But 
he can’t sit back and coast on their 
contributions. He must build for to 
day and tomorrow 

Founder Joseph Dixon was a re 
sourceful and creative Yankee, whom 
Elbert Hubbard called “one of the 
greatest men who ever lived.’ He 
invented various devices. On a New 
Hampshire farm he found small quan 
tities of graphite, which he sought to 
put to practical use. In Salem, Mass., 
in 1827, he began to make crucibles 
of it. For adequate supply he imported 

‘s “black lead” or plumbago from 
Ceylon. In a largely agricultural U.S. 
(pop. 10 million) the market for 
crucibles was limited. But with out 
widening literacy, peddlers soon were 
hawking Dixon’s “lead” pencils 
across the land. 

The 75 men who sell Dixon’s 3,300 
products today, Atkinson shows, are 
supported by a long, vigorous tradi 
tion: 

“1. Management of character 
and of flexibility to meet changing 
times. 

“2. The basic utility and value ot 
the products—properly priced. 

“3. Emphasis on the human side. . . 
We promote from within. Our people 
are loyal to us and we to them. Some 
employes and_ stockholders — and 
nearly half of all employes are stock 
holders — have been with us through 
their families for generations . 
Dixon has never had “labor trouble.” 

“4. Trade acceptance. Many cus- 
tomers have bought from us for a 
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PRODUCT-DESIGN ENGINEERS Me 


An Le 1948 
: ‘ oe Even though the whole world 

1N) LOC : thrilled to the story of “Lindy” and 

al his epoch-making flight — back in 1927 


. j the aviation industry consisted of just a 
Grow : Te - few bold men and a few small factories. 
; Ed What a difference today! With design 
: engineers setting the pace — constantly 
? improving aeronautical efficiency — 
BGs cosbecceceeenees tad the industry now employs 
more than 750 thousand 


people . . . accounts for more than 
$8 billion of business each year. 


Product Engineering 


(ndkes SACS Grow 


CHESSER EEE EEE HEHEHE EO EEEOS 


Today, more than ever, product-design engineers are doing 
big things for products and people. They’re creating NEW 
MARKETS and MAKING THEM GROW. 
In aviation’s phase of the Original Equipment Market, an 
order is under way when product-design engineers specify 
your materials, parts, components or finishes on a bill of 
materials. The men who make design decisions work on 
project teams. To sell your product successfully you must 
reach, and INFLUENCE, all members of all those teams. 
Because Propuct ENGINEERING offers project team members 
significant news from every engineering front, it’s an effective 
vehicle for your advertising. With more than 32,500* market- 
making, paying subscribers, PRopucT ENGINEERING reaches and 
INFLUENCES all divisions of the Original Equipment Market. 
Advertisers put more pages, and invest more dollars, in y' it 
Propuct ENGINEERING than any other design magazine. sit 
THE McGRAW-HILL MAGAZINE of des/gn engineering 


McGRAW-HILL BUILDING, NEW YORK 36 “December 1955 
issue was 32,588 


(subject to ABC audit) 


BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 
brilliant color to an 
audience of 4 or 400 
easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 
ways to explain and 
sell your product ad- 
vantages. 


CHARLES CBecaclee COMPANY 


Make it a 
success! 


Get the facts across 
—FAST and CLEAR 
with the versatile 
BESELER VU-GRAPH. 
Helps you SELL the 
product advantages, 
EXPLAIN its uses, 
INCREASE its sales. 


Write to Beseler 
for the new free 
brochure: "How to 
Communicate Your 
Ideas—Get More 
Business." 


EAST ORANGE. NEW JERSEY 


coming 


WHAT YOU SHOULD 
KNOW ABOUT 
TRAVEL INCENTIVES 


Your Three Basic Plans; 


10 Pitfalls in Planning 


April 1 Issue 
SALES MEETINGS 


Part Il, 
SALES MANAGEMENT 


half century or more. Recently I ran 
across the names of several customers 
I first saw when I was a kid of 15 
copying orders .. . We've always tried 
to give our salesmen consistent and 
constructive advertising and promo- 
tion.” 

The Dixon company today em- 
ploys 1,000 and is owned by 1,400. 
Main factories are in Jersey City, 
Canada and Mexico and feeder plants 
in upstate New York (Ticonderoga) 
and West Virginia (Nitro). Sepa- 
rately operated is a subsidiary, Dixon 
Sintaloy, Inc., located in Stamford, 
Conn., that makes powdered metal 
products. 

The parent company’s wide line— 
nearly all members of which are 
“graphite-based” — ranges from 10- 
cent pencils to a big $300 retort. 
Thus, divided into the company’s $11 
million total volume in 1955, sales 
of the “average” item come to only 
$3,300. Every six months the whole 
line is reviewed. Some items are 
added, others dropped. But in the last 
decade the total has changed little . . . 
Many items are kept, Atkinson says, 
because of their influence on the sale 
of others. And behind them all is a 
service factor of which old Dixon is 
proud. 

Profits are modest. On $10 million 
sales in 1954 Dixon showed an after- 
tax net of only $267,835. But nearly 
all 129 years have been reported in 


black ink. Each president has passed 
on to the next an outfit steadily sol- 
vent ... On its centennial in 1927 a 
writer noted that “Dixon has no 
bonded liability . . . and not a single 
unpaid current bill.”” On: Dec. 31, 
1954, Dixon’s total “debt’”’ (to be re- 
tired next August) was $50,000. In 
that report working capital came to 
$4.3 million (on a 51/-to-1 current 
ratio of assets to liabilities) and net 
worth reach $7 million. Earned sur- 
plus exceeded $2 million. 

Small figures, you might say, com- 
pared with some latter-day giants. 
But Dixon was making out a half 
century before Standard Oil (N.J.) 
was born, and is nearly three times as 
old as such upstarts as General 
Motors, Ford and U.S. Steel. After 
a visit to Dixon’s Jersey City plant, 
you come away with a solid feeling: 
Dixon should last a century or two 
more... 

Under E. H. Ehlers, general sales 
manager and now v-p, the four main 
sales divisions are: pencils, crayons, 
erasers, etc.; crucibles and_ refrac- 
tories; dry graphite and graphite lu- 
bricants; silica graphite paints and 
maintenance enamels. Pencils and lu- 
bricants are sold through wholesalers 
to retailers. Paints go both through 
wholesalers and direct. Industrial 
equipment is direct. 

“Pencils” produce a substantial por- 
tion of Dixon’s dollar volume, and 


“A cum laude ringing door bells?” 
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To sell more where more is sold 


Rustic — but not much Buying Power 


Bes a long time between sales where the mail boxes are 
few and far between. But the stores in New York, 
Chicago and Philadelphia are jammed every day with 
customers with the greatest buying power — to the tune 
of % of the nation’s Drug sales, % of Food sales, % of 
Furniture and Appliance sales, and more than % of 
total U. S. Apparel sales. Your sales pyramid in these 
three great markets that account for nearly % of all 


The group with the Sunday Punch 


FIRST § 


.MARKETS GROUP 


Rotogravure * Colorgravure 


| om % 


FIRST 3 FIRST! 


i wa? oe 


U. S. retail sales, when you concentrate your effort in 
FIRST 3 MARKETS. 

General Magazines, Syndicated Sunday Supplements, 
Radio and TV family coverage thins out in these super- 
sales areas. Only FIRST 3 MARKETS is especially 
geared to deliver a solid 62% family coverage in 
America’s three top markets. To make your advertising 
sell more where more is sold...it’s FIRST 3 FIRST. 


Circulation in excess of 6 Million. 


New York Sunday News 
Coloroto Magazine 

Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17,N.Y.News Building, 220 E. 42nd St., VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif.,155 Montgomery St., GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Blud., DUnkirk 5-3557 
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| in good times and bad are a steady 

Q Fe aa f- Re B er R | sales factor. (Another “cushion,” since 

eee 1952, has been powdered metal prod- 

ucts.) Such modern writing gadgets 

s ball point pens and mechanical and 

“liquid lead” pencils, of course, have 

expanded with the mounted national 

market. But the wood-cased graphite 

pencil industry holds its own at $31 

million a year. Each of us consumes 

an average of nine pencils annually 

Rockford, Illinois is a market you would \ and, Dixon points out, 90% of our 

do well to remember. It is the center of a collective writing “still is done with 

rich 13 county trading area . . . not only wood-cased graphite pencils.” 

famous for agriculture but as the 2nd larg- In each of its four product groups 

est machine tool center in the world. It is Dixon ranks among the first four fac- 

13th in the US in Postal Savings. Work is tors. The company does not break 
underway on two new multi-million dollar : a ee 

Sectety telidings, and coverel extensive down the total by lines—nor indicate 

new shopping arees. The Rockford Morn- ‘. proportions in domestic and wide- 

ing Star and Rockford Register-Republic spread foreign business. Dixon’s rivals 

give superior coverage in Rockford and . in the “graphite industry,” being pri- 

surrounding area. Write for free Market vately owned, are even more secretive. 

Data book on Remarkable Rockford. Varying with territory, an indi- 


vidual Dixon salesman may represent 
one, two, three or all four lines. 


131,123 A.B.C. CITY ZONE | Whatever his other attributes, the job 


demands wide product and market 
441,222 A.B.C. RETAIL TRADING ZONE knowledge. Probably, steps will be 


se 
ROGKFORD wee ee taken roward single-line concentra 
w9 ROCKFORD MORNING STAR tion 
Rockford Register-Republic 


ene © 
REPRESENTED NATIONALLY BY OURKE, KUIPERS A MAMONETY, INC. Transition in Sales 


TOP IN Fy 
¢ «wt ‘ty 


BEST TEST CITY IN THE MID-WEST 


Meanwhile, Frank Atkinson be- 
lieves, the men and their managers 
can make more of what they have. He 
describes the transition of the Ameri- 
can sales manager from “supersales- 
man” to executive. This “more seri- 
ous and scientific approach to selling 
involves: 

“1. Setting objectives ; 

“2. Planning and organizing to 
achieve them; and 


“2 


3. Observing results and—where 
4 e necessary—taking corrective action.” 
in Madison On Point 3 Atkinson emphasizes: 

“Don’t waste time on things that are 

Madison, Wis., families spend 43% more at retail than going all right.” 

the national average. Here’s how much more they While big companies may have 

spend by store types: ° . done a better job of sales production, 

he believes that medium-size and 

Food 16% more smaller firms can keep growing on 

Gen. Mdse. 60% more more sales service. The personal ele- 

Furn., House., Radio 31% more ment still counts in selling: “Man- 

Automotive 34% more agement, sales training, sales promo 

Drug 122% more tion, advertising — all reinforce the 

salesman in his personal, man-to-man 

With a per family effective buying income of $7,915 relations with his customer.” 

per year, they spend more in Madison. And your spot In six recent weeks on the road, 

TV dollar buys more, too... on WKOW-TV, first in during which he “traveled” as far 

Madison television. Call Headley-Read Co. for proof west as Minneapolis, Atkinson got a 

of performance. ; close-up of the work and problems of 


*Source: 1955 Survey of Buying Power field managers and salesmen. In their 


places of business, and in such gath- 


1d erings as a Stationers’ convention in 
Chicago, Dixon’s new president met 
“hundreds” of customers. 


x He has gained “a hell of a lot of 
MX, Wisconsin 


. respect for the average salesman. ‘This 
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“Our Favorite Ils THE OHIO FARMER” 


says C. V. Whetstone, Allen County, Ohio 


Something about the flavor of THE OHIO FARMER 
strikes Ohio farm families just right. It’s read by three 
out of four. 


A quick once-over gives you the answer. THE OHIO 
FARMER ferrets out practices best suited to Ohio farms. 
Its news and coming events are for Ohio farm folks 
alone—kept fresh with ¢wo issues per month. 


What a favorable spot for your advertising—along- 
side material eagerly followed by such a large percent- 
age of Ohio’s farmers and homemakers. 


And, what results! Big bundles of cash—every month! 
Ohio is a top-third state in farm income, thanks to 
ideal climate and fertile soil that permit almost un- 
limited diversification. 

What a bargain, too! You even save the cost of 
plates. THE OHIO FARMER is roto-printed. That’s not 
all. You can cover two equally prosperous and steady 
farm markets with equally popular publications— 
MICHIGAN FARMER and PENNSYLVANIA FARMER Just 
a card will get you the full story on all three. Write 
1010 Rockwell Avenue, Cleveland 14, Ohio. 


Te Ou10 FARMER 


Cleveland, Ohio 


MICHIGAN FARMER, East Lansing, Michigan 


1956 


PENNSYLVANIA FARMER, Harrisburg, Pennsylvania 


fellow has got to be a self-starter. He 
can’t delegate, nor hide behind a desk. 
Every weekday morning wher- 
ever he is, however he feels, whatever 
his personal worries . . . in snow or 
rain or heat or cold . . . he gets up 
and goes out to get orders. Every day 
the salesman proves to be bigger than 
all the problems that beset him. 

“He’s more than a self-starter: he s 
a self-solver. Whether against opposi- 
tion, negativism or just plain apathy, 
he manages to dig out his best. 

“A salesman doesn’t get star bill- 
ing. But I’ve learned that, compared 


with a salesman, an actor has it easy. 
An ‘indisposed’ actor, after all, still 
has to speak only the same lines. But 
a salesman must fit his story to a con- 
tinually new and often very different 
audience. He must put on his act 
without help from a prompter or a 
supporting cast. He has no stand-in 
handy. ... J And there’s no crowd to 
cheer him when he makes an un- 
usually strong pitch. 

“What I’m trying to say is that 
this guy, the salesman — this lone 
local or regional prop of a distant cor- 
poration — can claim some special at- 


America’s Informal Business Capitol 


The Greenbrier’s new West Wing offers groups up to 
1000 the finest and most modern meeting facilities 


to be found. 


The auditorium, the theatre, and various-sized 
smaller meeting rooms provide complete privacy and 
air-conditioned comfort for all types of functions. 
The latest P.A. systems, stage and movie equipment 
(including a CinemaScope screen in the theatre) are 
available. Attentive service is, of course, axiomatic 
at America’s leading resort hotel—The Greenbrier. 


For complete information, address: 


DIRECTOR OF SALES 


e 
WHITE SULPHUR SPRINGS, 
WEST VIRGINIA 


New York, 17 E. 45th Street, MU 2-4300 
Boston, 73 Tremont Street, LA 3-4497 


Or inquire of Greenbrier offices in: 


Chicago, 77 West Washington Street, RA 6-0625 


Washington, D. C., Investment Bldg., RE 7-2642 
Toronto, 80 Richmond Street, West. EM 3-2693 


tributes. Personality, imagination, re- 
sourcefulness are some of them. And 
grit . . . I’ve learned some things 
lately about selling. But I’m particu- 
larly pleased to have gotten to know 
salesmen.” 

Among other things, Dixon’s men 
must cultivate and train wholesaler 
salesmen, too. 

The present sales staff of this old 
company is largely new. Since a busi- 
ness reversal in 1949, when dollar re- 
strictions brought a sharp drop in 
export business, Dixon’s sales staff 
has been rebuilt. Half of the present 
group has been hired and trained since 
then. ... “Not until 1955,” Atkinson 
explains, “were we able to win back 
the ground we had lost.” 

Dixon’s problem is to “guide and 
control the salesmens’ efforts more 
effectively — without cramping their 
style. How can we help each man to 
become a bigger asset to himself and 
the company? How can we help him 
to make the most of his time? 

“In manufacturing we can plan 
what each employe should be doing 
every half hour — and be there to see 
that it’s done. But even under the 
guidance of a general sales manager, 
four product or line division sales 
managers and eight district managers 
(four of whom double in actual sell- 
ing) the salesman still must be largely 
on his own. 

“A salesman’s worth depends on 
his knowledge of the business — and 
of selling, on his character and per- 
sonality, and his time. Each call costs 
money. We must make sure that the 
salesman applies himself primarily to 
our best present and potential custom- 
ers.” 

Frank Atkinson now recognizes the 
traits in salesmen that set apart the 
men from the boys — that make for 
topflight business producers. ‘These 
are the men who, among other things, 
“set out of the groove” to develop 


How do YOU 
use the SURVEY? 


In selecting markets and me- 
dia, few decisions are made 
without the help of Sales 
Management’s annual SUR- 
VEY OF BUYING POWER. - 
Advertisers and advertising 
agencies rely on the same 
authority .. . know that the 
SURVEY is the most com- 
plete, most accurate and most 
accepted source of population, 
income and sales data. 
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better customers—and new ones... . 
“Some men tend to call only on old 
friends. We asked one of them how 
many times a year he should call to 
keep the Jones account up to par. He 
replied 12. Analysis showed he’d been 
calling on Jones 47 times. . . . On the 
other hand, in one county where we 
figured we had 41 good prospects, the 
salesman had been concentrating on 
only six.” 

Dixon’s “scientific approach to sell- 
ing’ (which Atkinson describes as 
“simply the sensible approach”) was 
intensified about a year ago when 
20-year veteran Ehlers was named 
general sales manager. ‘““We set out to 
help the men study and plan their 
time-schedules. We let the men know 
that we don’t intend to strait-jacket 
or robotize them. Automation can 
never replace salesmanship! 

“We're trying to understand their 
problems, and we tell them the steps 
we're taking — in their interest and 
Dixon’s. Older salesmen now show 
younger ones how they meet problems. 
Periodically, each man sits down with 
his field manager to map his own 
course. At the annual sales meeting 
in New York we plan planning with 
the entire group.” 


Target for 1965 


At the last annual meeting, in De- 
cember, Frank Atkinson made his 
first talk as president. He outlined 
company objectives, and the planning, 
organizing, analysis and_ resultant 
action already in the works to achieve 
them. 

He has asked each of the four divi- 
sions to project its sales for the next 
five years, and has developed a cor- 
porate target for 1965. This much 
larger goal would be reached by sales 
expansion of present lines and intro- 
duction of new products and lines. It 
does not include the volume of ‘“‘com- 
patible’ companies Dixon may ac- 
quire. 

Dixon salesmen have been paid 
salary plus expenses. But under a new 
incentive arrangement they get large: 
rewards — especially on higher-profit 
items. 

Throughout the fabric of the or- 
ganization, Atkinson emphasizes, “I’m 
trying to weave a scarlet thread.” 
Jobs can get humdrum; Atkinson 
would brighten them. ‘Communica- 
tions” can slip; management continu- 
ally must strengthen them: ‘How 
often,’ Atkinson asks, “should a dis- 
trict manager see his men? The prod- 
uct managers go out to help them — 
how can their visits mean more? The 
general sales manager and I go out, 
too — to learn and to strengthen the 
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links in the chain—the chain of per- 
sonal relationships that is Dixon. 

“In my office I study reports from 
the men in the field and from the 
managers. . . . But despite my con- 
cern with selling, I must recognize 
that this is the responsibility of Ehlers 
and his people. I make suggestions. 
Often he disagrees. As general sales 
manager, he decides. But in a way I 
think he appreciates a president who 
is trying to understand his problems! 

“T think of my job as president-in- 
charge-of-relations. I must learn all | 
can, and contribute whatever I can 


to struuger ties with employes, stock- 
holders, customers, and others. The 
key thought from whatever I’ve 
learned about ‘selling’ is that a busi- 
ness such as ours is founded and built 
through the years on the constructive 
cooperation of a lot of people. 

“T know these things may sound 
like platitudes. .. . But to me a plati- 
tude is simply an axiom that works!” 

Down through the years the Dixon 
people seem to have found and _ har- 
nessed some verities. Frank Atkinson 
simply seeks to adapt and apply them 
to today’s pressing problems. The End 


STRIKE IT RICH IN '56 


ON FLORIDA'S GOLD COAST 


—the nation's fastest-growing major market! 


@ $56,000,000 being invested in 21 new shopping centers! 


eeese 
EEGREESE® 
RREETTAREN 

ee tt tet bn. Soe 


= 


aoe 


ae 


Hit pay airt with THE MIAMI HERALD 


— it’s the 2 to 1 choice of retail merchants! 


JOHN S. KNIGHT, Publisher 


The Miami Herald ALONE 
delivers the entire 


Gold Coast market. 


See your SB&F man today 


STORY, BROOKS & FINLEY Nationa! Reps 


Federal Trade Commission Throws 
Corset Code at General Foods 


FTC rules that no real differences were found between the 
sales functions performed by contract wagon men and 
regular wholesalers. So extra discount declared illegal. 


The Federal Trade Commission 
really meant business last December 
when it approved the set of trade 
practice rules worked out to govern 
the sales conduct of some 340 makers 
of corsets, brassieres and allied prod- 
ucts. 

SALES MANAGEMENT predicted 

January 15, p. 100) that “every 
buyer of co-op advertising, regardless 
of his product or service, has a big 
stake . . . in the provisions.” 

On Leap Year’s Day, the Federal 
Trade Commission lowered the boom 
on big General Foods Corp., with a 
tough decision barring a system of dis- 
counts used by the company since 
1946. Quotes from the corset code 
were used in the decision against the 
food company. 

The issue revolved around a 10% 
allowance given to contract wagon 
distributors who sell to institutions 
such as hotels, schools and hospitals 

a discount that it did not grant 
to regular wholesalers. 

Heart of the issue was whether the 
contract wagon distributors — gen- 
erally individuals with one or two 


Did 11 Firms Make Illegal Payments to Two 


If you accept a dealer’s invitation 
to take part in a promotion and pay 
him to let you do so, both of you may 
be violating the Robinson-Patman 
Act. The Federal Trade Commission 
is trying just such a case against two 
grocery chains, Food Fair Stores, Inc., 
and Giant Food Shopping Center, 
and many of their suppliers. 

Both stores celebrated anniversaries 
in early 1955: Food Fair its 35th and 
Giant its 19th. They asked manu- 
facturers to pay for newspaper ad- 
vertising, TV announcements, mass 
displays, bulletins to store managers 
to order their products, window dis- 
plays, etc. FTC listed these payments: 

The Crosse & Blackwell Co., Balti- 
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trucks — performed special services 
that entitled them to a special allow- 
ance. A corollary issue was whether 
they were functionally different from 
wholesalers, and thus entitled to dif- 
ferent prices — just as different prices 
legally can be charged to retailers 
and wholesalers. 

The Commission gave general ef- 
fect to the prohibition in the Corset, 
Brassiere and Allied Products Indus- 
try sales rules against overpaying for 
promotional allowances. An opinion 
by Chairman John W. Gwynne, find- 
ing that General Foods Corp. had 
paid for services it didn’t get, cited 
these paragraphs from the code: 

“Note 1: Industry members giving 
advertising allowances to competing 
customers must exercise precaution 
and diligence in seeing that all of 
such allowances are used in accord- 
ance with the terms of their offers. 

“Note 2: When an industry mem- 
ber gives allowances to competing 
customers for advertising in a news- 
paper or periodical, the fact that a 
lower advertising rate for equivalent 
space is available to one or more, but 


more: To Food Fair $2,100 to pro- 
mote date and nut rolls, marmalade, 
relish; to Giant, $100 to promote 
soups. 

Pompeian Olive Oil Corp., Balti- 
more: $2,000 to Food Fair to push 
olive oil. 

McCormick & Co., Inc., Balti- 
more: To Food Fair, $3,750 for pro- 
moting spices and extracts. 

Minute Maid Corp., New York: 


+ 


$5,750 to Food Fair and $250 to 
Giant, in both cases to promote frozen 
foods. 

Jos. Martinson & Co., Inc., New 
York: $2,000 coffee and tea money 
to Food Fair. 


J. H. Filbert, Inc., Baltimore: To 


not to all, such customers, is not to 
be regarded by the customer member 
as warranting the retention by such 
customer or customers of any portion 
of the allowance for his or their per- 
sonal use or benefit.”’ 

General Foods, said the opinion, 
had given those distributors who sell 
to hotels and restaurants both dis- 
criminatory price discounts and pay- 


~ments for promotional services. After 


quoting the corset rules, Gwynne had 
this to say about services: 

“There must be discernible rela- 
tionship between the amounts paid 
and the cost or reasonable value of 
the services rendered. In other words, 
each type of service must be capable 
of having a value tag put on it.”’ 

The services enumerated in the 
contracts included: “Aggressively sell 
customers General Food Sales Divi- 
sion Institution Products.’”’ Gwynne 
said that put a price tag on perform 
ance. 

However, no real differences were 
found between the sales functions 
performed by the contract wagon men 
and regular wholesalers. Both com 
peted for the institutional business, 
and while business methods differed, 
“there were not enough, functionally, 
to qualify for different pricing. . . It 
(General Foods) was paying for a 
certain method of doing business rath- 
er than for special services rendered.” 

The End 


Chain Stores? 


Food Fair, $1,350 to promote salad 
dressing. 

The Sweets Company of America, 
Inc., Hoboken, N. J.: To promote 
candy, $800 to Food Fair and $100 
to Giant. 

Tetley Tea Co., Inc., New York: 
$3,750 to Food Fair and $250 to 
Giant to promote tea. 

Reed Candy Co., Chicago: To 
Food Fair $800 and to Giant $100 
to promote candy. 

Chestnut Farms Chevy Chase 
Dairy, Washington, D. C.: $1,000 to 
Giant for dairy products, milk. 

Atlanta Trading Corp., New 
York: $1,000 to Giant for hams and 
bacon. 
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IN KANSAS 


Newspapers form the base for our selling story. We here at 
Folger’s believe in them as an advertising medium and as the only 
advertising medium which can really go to work and successfully 


merchandise a product with the grocery trade. @® 


J. A. FOLGER & Co. 


FOLGER’S "owns" a 60% share FOLGER’'S share of the Kansas 
City market is more than ALL other 
brands combined. 


of the coffee market in Kansas City. The 


No. 2 seller in the market owns some- ‘ 
FOLGER S spends the MAJOR 
share of its Kansas City advertising dol- 


(and uses NO newspaper advertising). lar. in The Star—and has for more than 
a quarter-century. 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 


where in the neighborhood of a 5% share 
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on every call with every one of your men with 


fr PORT-A-VIEW 


the self-contained projector, slide changer and screen 

YOUR SELLING MESSAGE — as you would deliver it 
— step-by-step, dramatically, in vivid color. Makes the 
tough “first” calls a cinch — opens doors for repeat visits. 
$54.95. Carry case — $14.95. Quantity discounts. 

30-DAY FREE TRIAL 

Test PORT-A-VIEW for new selling impact. Write for 
a one-month trial without obligation to your company. 


FR CORPORATION « 951 Brook Ave., N.Y. 51, N.Y. 


MEN’S | WOMEN’S 


STORES KNOW STORES KNOW 

HOW BEST TO HOW BEST TO 

SELL BUFFALO’S | SELL BUFFALO'S 
MEN! WOMEN! 


... and use additional space Sundays 
swelling the lead still further 


1955 COURIER-EXPRESS 
WOMEN’S-WEAR STORES MEN’S-WEAR STORES 


Daily. ... 1,634,930 lines i ..++.- 878,222 lines 
Sunday .-- 636,661 lines . 126,300 lines 


FOR Use the Morning Courier-Express to get more 


advertising for your dollar concentrated on those 
with more dollars to spend. 
And the Sunday Cowrier-Express for maximum 


coverage in Buffalo's rich 8-county market. It's the 


state's largest newspaper outside of Manhatton! 
BUFFA LO ROP COLOR available daily and Sunday 
BUFFALO COURIER-EXPRESS 


Representatives: Scolaro, Meeker & Scott. Pacific Coast: Doyle & Hawley 


Rarely has the FTC attacked those 
who collect illegal discounts or pro- 
motional allowances. One of its few 
attempts — to make Automatic Can- 
teen Company of America stop de- 
manding discounts when it stocked its 
candy vending machines — failed. 
The Supreme Court agreed with the 
company’s lawyer, Edward F. How- 
rey, who was appointed in 1953 by 
President Eisenhower as chairman of 
FTC, that Canteen had no wav of 
knowing whether its suppliers were 
discriminating illegally; that it was 
up to the commission to prove that it 
“knew or should know.” 

Howrey, who shortly after quitting 
the FTC in 1955 was retained to 
defend Food Fair, once more argued 
that a dealer can’t know whether his 
suppliers are violating the Robinson- 
Patman Act. The hearing examiner 
upheld the commission. The point he 
made is a subtle one but important. 
Canteen had been accused of demand- 
ing illegal discounts. Such can be 
defended by showing that lower costs 
are passed on to the customer-—some- 
thing the customer can’t judge. “The 
present case,” continued the examiner, 

cannot in so wise be defended.” 

It isn’t direct discounts but promo- 

tional allowances that are involved; 
for these there is no cost defense. 

The End 


What Makes People 
That Way 


“Motivation research is a 
new aid to understanding the 
consumer. It involves the 
practical use of the social 
sciences to discover and ex- 
plain why the consumer be- 
haves as he does. It tries to 
help a-businessman_ under- 
stand his market by study- 
ing the psychology of the 
consumer. One study dis- 
covered that many women 
actually enjoy washing dishes 
by hand. They value the task 
as a tangible way of serving 
their families. They are not 
interested in an automatic 
dishwasher . .. What can the 
dishwasher manufacturer do? 
He must bé content with sell- 
ing to those women who 
don’t feel this way unless 
he is willing to tackle the 
formidable task of changing 
such a basic motivation.” Mo- 
tivation Research. Published 
by Motivation Research As- 
sociates, Boston, Mass. 
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aaa TON SMITS 


"T guess he really did impress J. B. at the Toasties Account Meeting 


when he pointed out that things have changed in Cincinnati.*”’ 


| *CHANGE No. 1: The daily with the largest CITY ZONE as well as 
TOTAL circulation is now the Cincinnati Enquirer. 


CHANGE No. 2: The daily that carries the MOST ADVERTISING, 
Retail, Classified, Automotive and TOTAL, is now 
the Cincinnati Enquirer. 


Now .. . more than ever... SOLID Cincinnati reads the Cincinnati Enquirer + Represented by Moloney, Regan & Schmitt, Inc. 
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What Turns a One-Time Buyer 
Into a Faithful Customer? 


Answer: conscientious follow-through on each order to 
make certain that the buyer is satisfied, is deriving full 
benefit from his purchase. Here the president of a lithog- 


raphy house tells why post-sale calls are so important. 


An interview with 


CARL R. SCHMIDT 
President, Schmidt Lithograph Co. 


“A sale is not complete until a cus- 
tomer is placed on the books — and 
kept.” 

So says Carl R. Schmidt, president 
of the 83-year-old Schmidt Litho- 
graph Co., San Francisco. His con- 
viction is the basis for a post-sale fol- 
low-through program which is a basic 
element in the technique followed by 
all company salesmen. 

There’s a companion program, too, 
in the form of presale research to de- 
termine prospects’ marketing prob- 
lems before a formal sales approach 
is made. 

If the presale investigation is thor- 
ough enough, it might be argued, the 
sales department has done its job and 
can let the production department 
carry on. Schmidt does not look at it 
that way. “We are not content unless 
we know our customer is satisfied 
with what we have sold him, is using 
it in a way to get the best from it, 
and is deriving from it the benefits 
which were the basis on which the 
sale was made.” 


Value in Call Back 

Take, for instance, the recent case 
of a food manufacturer who placed 
an order for a large number of fold- 
ing cartons. Schmidt’s artists and 
technical staff had assisted the pros- 
pect in the redesign of packages for 
his complete line. The first of the 
new cartons were shipped and there 
was every reason to believe operations 
would proceed smoothly. 

But the salesman made it his busi- 
ness to call back soon after the cartons 
had been placed on the processor’s 
assembly line. He found the customer 
was having some difficulty closing and 
sealing the boxes for one product. The 
salesman noted all the facts, took 
them back to a Schmidt packaging 
engineer. The engineer went to work 


138 


with the production department in the 
user’s factory. 

It turned out that two changes 
eliminated the trouble — a slight ad- 
justment in the customer’s packaging 
machinery and, at Schmidt’s end, an 
alteration in the die to crease the car- 
ton a little differently. Very minor 

but without the follow-through a 
large and important customer might 
have been lost. 

“To make customers, not merely 
sales, we long ago learned that we 
must look at our product and our 
service through the customer’s eyes,” 
says President Schmidt. “We know 
well that our customers are not inter- 
ested in labels, shipping cartons, or 
point-of-purchase advertising as such. 
They are concerned only with what 
the products we manufacture will do 
to expedite sales of their merchandise, 
directly or indirectly. That is why 
post-sale follow-up is so important.” 


Show Proper Use 


Sometimes the follow-through is 
quite simple, like the example cited. 
Sometimes it is complex. Example: 
Schmidt’s sale to a leading dog-food 
manufacturer of a pole display for 
super markets. It was a kind of pro- 
motion the manufacturer had never 
used. Schmidt wanted to be sure of 
two things: (1) That the customer’s 
salesmen, who would be taking the 
display to the retailers, understood 
its objective — that of encouraging 
market operators to allot more space 
to the dog food; (2) that they knew 
how to go about gaining the necessary 
cooperation. 

General Sales Manager Lorenz 
Schmidt obtained the names of the 
salesmen who would place the pole 
displays. ‘To each of them were ad- 
dressed intriguing and tender mes- 
sages on pastel note paper, hinting at 


a rendezvous, and signed cryptically, 
“Miss P.S.” 

The day the manufacturer an- 
nounced a contest for his salesmen, a 
Schmidt representative appeared at 
the meeting and introduced “Miss 
(P.S.) Pole Stacker.” He gave the 
men a quick briefing on how to set up 
the display and present it effectively 
to retailers. 

Result: Markets served by the 
manufacturer reported up to 85% 
sales increases over the previous vear, 
when a contest also was held but no 
pole stacker display used. Without the 
follow-through to make sure the sales- 
men used and presented the display 
properly, and helped the retailer to 
get the most from it, this program 
might have been substantially less 
successful, 
Schmidt. 


according to President 


Point Out Benefits 


“Because there are too many in 
stances of brilliant promotion pro 
grams for dealers getting lukewarm 
receptions, we work to help our cus 
tomers in every possible way,” he 
says. “We always do two things: 
First, we make sure that a proposed 
promotion will help the dealer who 
is being asked to use it; then, we 
work along with our customer to 
make doubly certain that he under- 
stands why it will benefit him, and 
how to use it for maximum gains.” 

Recently one of the West’s ma 
jor breweries bought a promotion 
from Schmidt. “We didn’t consider 
the sale completed,” Lorenz Schmidt 
says, “until we had met with our cus- 
tomer’s dealers and explained the pro- 
gram to them thoroughly, along with 
the brewer representatives.” Again 
the results were impressive. In one 
city, for example where distributors 
are grateful if they can erect 10 dis- 
plays, the brewery’s display crew set 
up 74. Another distributor, who nor- 
mally orders 25 displays of this kind, 
reordered 25 more on three successive 
occasions. 

The fact that a customer has been 
reordering for years does not mean 
that he should be taken for granted, 
Carl Schmidt points out, even though 
you know your product or service is 
as good as or better than ever. 
Schmidt’s follow-through, which takes 
in established customers as well as 
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Is your food advertising 
‘bucking the trend” in 
the vital Chicago market? 


If you're placing your food 


advertising in Chicago out 
Retail Grocery Stores Advertising Increases 


of habit... if you haven't Daily linage, 1955 compared to 1954* 


checked recently to see where Rimi 
the retailers who actually sell 
your products are advertising 
. if you're not using the 
Chicago American—you’re 
behind the times and missing AMERICAN SUN-TIMES 


a market worth millions. 


1955 Retail Grocery Stores Advertising Linage* 
Six-day basis 


74.8% 


| NEWS — 2,802,745) 2,802, | NEWS — 2,802,745) — 


| AMERICAN | 1,822,507 


25.2% 
MORNING 


I 1.212.730 a 
—_ 341,439 


Results count with Chicago retail grocers...and they count on the 
Chicago American. Proof is the American’s 22.9% advertising 
linage gain in 1955, plus our continuous gains every year since 
1944, plus the over 1,100,000 lines of retail grocery advertising 
we've carried every year for the past six years. You'll find it’s 
expensive to “buck a trend,” especially when the trend proves 


profitable to those who follow it. 


> 


Chicago retail grocers now show a 3 to | preference for evening 
newspaper advertising. Thus Chicago families look to their evening 
paper for food advertising. If you're missing the market with a 
morning newspaper, it’s high time you took a good look at the 
Chicago picture. See how the American sets the pace that shoots 
up sales and perks up profits. Wise advertisers don’t fight a trend 
—they join it. 


CHICAGO =i AMERICAN 


Represented Nationally by Hearst Advertising Service, Inc. 


Get the WSS of Chicago's largest evening home-delivered circulation 
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Industrial Ratio Map of the U. S. 


Area of each state is exact ratio to its 
industrial value. M.P.A. covers the "Heart" 


exclusively! 


in the BOOMING 90-BILLION-DOLLAR 
MIDWEST INDUSTRIAL MARKET! 


Here's your entree to BIG BUSINESS —in the 
World's Richest Concentration of Industrial Buying 
Power! Here's how to get "inside" where the real 
buying is done —where the orders are issued. 
M.P.A. does it for you like nothing else can! It's the 
P.A.'s own magazine, 'must" reading for all mem- 
bers of the powerful P.A. Associations in the "Heart 
of Industrial America" — 100°, "buyer" coverage 
every month. 


Your ad in M.P.A. is the perfect introduction for 
your representatives. They'll report more sales: 
“The buyer saw our ad in M.P.A.—needs our 
products and services— closed a deal!" That's 
why so many “national” advertisers have made 
M.P.A, the exception to an iron-clad "non-regional” 
advertising policy. They're getting value, and they're 
staying with it. Try an ad series of your own, and 
you'll do the same! 


A few of the ‘'‘national’’ advertisers who use over 50% of the space: 


Wickwire-Spencer Nat'l Screw 
Roebling's Torrington 
Babcock & Wilcox Standard Oil 
Tube Turns Cities Service 
Chase Brass American Box 
Bridgeport Robt. Gair 
Scovill Brass Ohio Injector 
American Brass Blaw-Knox 


Assoc. Spring 
Columbia 


Write for 
Roster Issue 
(Containing 
P. A. list) 
on your 


6th Floor, Penton Bidg. 
Cleveland 13, Ohio 


new ones, recently uncovered a source 
of dissatisfaction which might have 
opened the door to a competitor. 

The customer, a processor of for- 
eign-type specialty foods, was a regu- 
lar purchaser of a certain kind of 
label. Following a reorder, a Schmidt 
salesman dropped by to make sure 
that it had come through satisfac- 
torily. He found the customer a little 
cool. Investigation showed that this 
and previously ordered labels had not 
been passing through the labeling ma- 
chine correctly. Since the labels had 
been satisfactory in the past, the sales- 
man was puzzled. 

He made a complete check of the 
line, found that the labels apparently 
had curled slightly while stored in 
the customer’s warehouse. The curl- 
ing was traced to atmospheric condi- 
tions — and not to some defect in 
the product. The curled labels were 
set aside, new stock immediately pro- 
vided and stored in a different ware- 
house after a check of the conditions. 
Result: old customer’s faith restored ; 
account saved. 


Any Problems? 


“You never know, unless you have 
a follow-through program, whether 
some mishandling by even a minor 
employe may prejudice your product 
in your customer’s eyes,” President 
‘Schmidt says. “A man who thinks he 
has been badly treated often is too 
angry to come and tell you. Or, a 
competitor’s salesman happens in at 
that moment and wonders why he 
makes a sale so easily!” 

Take the case of a manufacturer 
of perishable glass-packaged gift items. 
He had been shipping his products 
in an attractive corrugated gift box 

but had been having a lot of 
trouble with breakage. He came to 
Schmidt to find out if he could get 
a box that would carry his products 
safely. Investigation and tests re- 
vealed that a box of the type the 
manufacturer was using was adequate, 
with a few reinforcements and addi- 
tional inner packing. The customer 
signed the order. 

But that wasn’t the end. Schmidt's 
sales department shipped orders of 
the manufacturer’s products in the 
new boxes to his sales offices across 
the country and back. The customer’s 
regular channels of transportation 
were used. Schmidt wanted to make 
doubly certain that (1) the package 
would stand up and (2) that the 
manufacturer’s own personnel han- 
dled routine oréers correctly. If the 
previous supplier had employed such 
post-sale follow-through, he wouldn’t 
have lost the account. 

The End 
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nothing beats N.E.D. 
for drumming up new business 


Looking for mew markets... new customers 
who are ready to buy now ? Expose your prod- 


ucts or services to N.E.D.’s action-conditioned 


audience—210,000 strong in more than 42,800 


plants covering every worthwhile market. 


Nowhere else can your advertising dollar create 
such a flurry of immediate buying action. Your 
small space ad in N.E.D. never has to fight for 
attention. That’s why N.E.D. is easy on even the 
tightest advertising budget. Can you afford to 
advertise without N.E.D. ? 


Over 70,000 COPIES (Total Distribution) 210,000 READERS in over 42,800 PLANTS 


A PENTON PUBLICATION 


N'B PS PA 
1213 W. Third Street 
Cleveland 13, Ohio 
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ARDEN FARM’S SALESMEN USE THEIR $60 Million (fake money) to bid in merchandise prizes auctioned off. 


Goya Sabam! 


That headline isn't Swahili or Urdu. It was coined from the 
first letters of a contest slogan: ''Get off Your Axterior ... 
Sell Arden . . . Be a Millionaire." The big idea: Sixty 


million dollars' worth of fake money offered for volume in- 


creases, the "money" exchangeable for 


merchandise. 


BY R. A. WRIGHT 
General Product Sales Manager 
Arden Farms Co.* 


When you mention the name Arden 
to a Westerner, he immediately thinks 
of fresh milk, which for years has been 
our chief business. However, we have 
many other items, and this depart- 
ment, General Products as it is called, 
is separate and apart from fresh milk 
and ice cream. We are mainly con 
cerned with evaporated milk, cheese, 
eggs and margarine. 

Arden has long enjoyed an enviable 
reputation with the trade and the 
confidence of the housewife. So when 
Carl Flinn, vice-president in charge 
of sales, said we needed to push more 


*Los Angeles 
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General Products, both in food stores 
and through our own hundreds of 
home delivery route salesmen, we 
scratched for ideas and came up with 
Goya Sabam. 

‘This campaign increased our cheese 
business, sold more margarine, eggs 
and evaporated milk than ever before, 
and we gave the salesmen ‘60 million 
bucks” extra for their efforts. For 
example, one kind of cheese, which 
never had been a big item with us, 
suddenly began to move in carloads, 
with the Goya Sabam treatment. 

Goya Sabam, which is the alpha- 
betical abbreviation for Get Off Your 
Axterior . Sell Arden . Bea 


Millionaire, was the theme. Actually, 
what we did was to conduct a sales 
contest in a most unorthodox manner. 
In addition to their regular commis- 
sion, the salesmen were given Goya 
Sabam “Arden Cold Cash” currency 
as a bonus. This currency was our 
own issue, and we printed up 60 mil 
lion dollars’ worth of it to pay the 
men. 

While we set 60 million as the 
amount of currency we would need, 
this was somewhat of an arbitrary fig- 
ure, but it was decided upon after 
reviewing the past sales records and 
then estimating the new sales volume 
this campaign would bring us. When 
we started to plan, we thought 60 
million was a terrific amount, but our 
sales went so far beyond our expecta 
tions that the last week we had to 
issue several thousands of special 
Arden checks as we ran out of Goya 
Sabam currency. 

We announced the campaign 
through a series of sales meetings, 
then started the home work barrage. 
The wives of all sales personnel were 
sent a letter telling about Goya Sabam 
and the part they would play in the 
program. Here is an excerpt from 
the introductory letter: 


GOYA SABAM 


BE A MILLIONAIRE 


SALES MANAGEMENT 


Here is the general plan of the pro- 
motion and just how you, the wives 
of the Arden Sales Team, will enter 
into the picture: 


HOW YOU CAN BECOME A 
MILLIONAIRE 


From Sunday, August 28, 1955, 
through October 29, 1955, your hus- 
band will receive ““Arden Cold Cash” 


commission as follows: 


Wholesale Salesmen 
will receive $5 per unit on cheese, 
eggs, and margarine. Evaporated 
milk pays $200 per case. 

Retail Salesmen 
will receive $40 per pound on both 
margarine and cheese. Each dozen 
of eggs pays $15 commission. 


Your Part 

The part we ask you wives to play 
is “Checker of the Exchequer” or 
“Keeper of the Mazoola.” Each 
week for nine weeks, you will re- 
ceive by carrier the Arden Cold 
Cash your husband has made dur- 
ing the previous week. Therefore, 
you should get out the old sock, 
patch the toe, and expect to fill it 
with 10’s, 100’s and 1000’s in 
“Arden Cold Cash” bills. 


The Pay Off 

On Saturday, November 19, 1955, 
we will all meet at the Roger 
Young Auditorium in Los Ange- 
les. There we will play Bingo and 
other games of chance for a while. 
Then at a given hour we will open 
the stage to an array of prizes, the 
likes of which will make the radio 
and TV give-away programs look 
like pikers. We have secured the 
services of a professional auctioneer 
to auction off the prizes to the 
highest bidder in “Arden Cold 
Cash.” So the more A.C.C. you 
receive each week in your envelope 
the better chance you have of being 
able to walk off with your choice 
of prizes! 


About the Prizes 

We plan to have freezers, radios, 
TV sets, ironers, washers, fishing 
tackle, bicycles, rotissieries, stoves, 
silverware, dishes, etc. However, 
we would like to hear from you. 
Will you tell us if you have some 
particular item you want to bid 
on? If you will let us know, we 
will make every effort to see you 
get that chance. 

The whole program is designed 
so that you have an equal chance 
to win. Of course, that chance de- 
pends entirely on how much 
“A.C.C.” you receive each week 
from your husband’s sale of cheese, 
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margarine, eggs and 


milk. 


evaporated 


ENCOURAGE HIM ... EVERY DAY... 
WITH THE BATTLE CRY... 
GOYA SABAM 


Reedie Wright, 


Product Sales Manager. 


Goya Sabam ran for nine weeks, 
and the barrage of letters to the home 
did their work. Each week, the wife 
received a personal letter, including 
the “Arden Cold Cash” that her hus- 
band had earned the previous week. 
She knew at all times the progress 
they were making. We are forever in- 
debted to her for making this cam- 
paign so successful. 

We interspersed double point weeks 
on certain products to stimulate extra 
effort. Some fellows earned into the 
hundreds of thousands of Goya Sabam 
dollars during this promotion. 


COMING 


Who Has Lunch with Your 
President? 


If they’re customers, it could 
mean goodwill building ... and 
more sales. Read how a com- 
pany president started with a 
hamburger and developed a 
series of $5 luncheons that pay 
off. 


April 1 Issue 
SALES MEETINGS 
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The campaign took hold like a hun- 
gry dog grabbing at a bone. Soon the 
production department was having 
difficulty in keeping up with the sales 
department — a rare pleasure for a 
sales manager in our industry. How- 
ever, the products went out, store 
shelves were loaded, dealers cooper- 
ated by building displays, and our 
home route men took time to sell 
products at the back door, instead of 
just hurrying from house to house. 

Just before the big pay-off day we 
queried the sales department to as- 
certain the likely number of people 
who would attend, which appeared to 
be about 800. Over 1200 arrived. 

The climax of the affair was the 
big auction. We had secured the serv- 


ices of a professional auctioneer, and 
prizes went to the highest bidder. 
Only Goya Sabam Arden Cold Cash 
was acceptable. Everybody was told 
in advance that there was no set value 
on Goya Sabam currency, neither was 
it exchangeable or redeemable for any- 
thing of value. This currency was for 
use at the auction, and at the close 
of the auction it became worthless. 

We had over a hundred prizes— 
all top quality and nationally known 
brands—with a retail value of around 
$7,000. We had almost everything 
from refrigerators and TV sets down 
to items for children. Small appliances 
were in greatest number. We made 
every effort to put up in auction the 
items the wives had requested. 

Bids ranged from a few thousand 
to over a quarter of a million in Goya 
Sabam currency, depending on the 
item, the competition in bidding, and 
how much currency the bidder had to 
spend. Every prize went home—just 
as promised—and the wives enjoyed it 
as much as the men. 


me Items Up 500% 


Now that we have had time to re- 
view the entire situation, we find some 
notable results. Among them, of 
course, are the tremendous increases 
in sales—with some items boosted as 
much as 500% — plus hundreds of 
new store outlets opened or the Arden 
line expanded. Many home route men 
took time to contact their customers 
and are assured of future sales be- 
cause the customers know more about 
Arden products that are available to 
them. 

Possibly the greatest good we re- 
ceived was the double barreled effect: 
the increased sales, which in turn re- 
sulted in increased employe enthus- 
iasm. Our sales organization now 
functions more smoothly and the em- 
ployes feel that the company did some- 
thing for them in return for the extra 
effort on their part during this pro- 
motion. To hundreds of wives, Arden 
is not just a place where her husband 
works, but a wonderful organization 
of fine people, with fine products to 
sell. 

While we spent ‘60 million,” actual 
expenses were nominal, and when we 
divided the cost of the entire pro- 
motion by the number of employes 
involved, it was well within the nor- 
mal range of such promotional cam 
paigns . . . but this one certainly got 
us more mileage for our money. 

It is impossible to measure actual 
results or obtain exact sales compari- 
sons, but the closest estimate is that 
the entire program, including all 
prizes, was well under 2% of the 
The End 


sales. 
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“That is the kind we wear in the Growing Greensboro Market!” 


THERE’S NO TRUER LEGEND in these days-of- 
Davy than full documentary proof that sales are 
bigger in the Growing Greensboro Market! . . . 
Not only that, but sales come easier in this busy 
and prosperous ABC Retail Trading Area where 
16% of North Carolina’s people ring up 20% of 
the state’s retail sales. All along the line, from 
coonskins to terramycins—your ad-dollar gets big- 
ger, faster results in the Growing Greensboro 
Market, with the straight-shootin’ 105,000 daily 
marksmen of the GREENSBORO NEWS and 
RECORD... 


Only medium with dominant coverage in the 
Growing Greensboro Market, and with selling 
influence in over half of North Carolina! 


Greensboro” 
News and Record 
GREENSBORO, NORTH CAROLINA 


Sales Management Figures Represented Nationally by Jann & Kelley, Inc. 
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Sales Performance Ratios of 383 Corporations 
(continued from page 27) 


Sales Est. % Increase % Sales Est. % Increase R Me 
Yeor in Sales in in elative 
i | 
ped wan poe a. om mae Ends 1939 in ‘55 Sales GNP Change 
COAL 
Glen Ald ; .. 12-31 208.8 810 + 288 -+-325 
Aa ; 4 Carnation Co. .... 12-31 54.6 320 ’ 
Truax-Traer - . -+ 4 


Nat'l. Dairy 
United Electric é Products 12-31 336.7 1255 


Pet Milk 12-31 29.7 167 


DEPT., MAIL ORDER, SPECIALTY STORES 


Allied Stores 1-31 112.1 585 
Associated Dry 


CONFECTIONERY 


Amer. Chicle 12-31 
Hershey Chocolate |2-3! 
Life Savers 

Wrigley 


60.2 190 
2.8 335 
15.6 38 


- 110.1 
CONTAINERS Gimbel Brothers .. |- 92.2 


American Can .... 12-3! 189.4 + ++ Interstate Dept. ... |- 24.7 

Anchor Hocking ... 12-3! 24.3 ! 4 + Macy, R. H. -31 130.4 

Continental Can .. |2-3! ‘< - Marshall Field .... |- 84.0 

Crown Cork & Seal |2-3! ‘ t . May Dept. Stores .. 1-3! 103.9 

Dixie Cup . i 4 * + Mercantile Stores . 1-3! 27.6 

Hazel-Atias . : t + * National Dept. 

Lily-Tulip . . n aa 3) es 67 ..- 
National Can - . - 7 t Penney, J.C. ..... 12-31 282.1 1210 -++- 328 
National Container | 2-3! ‘ + 7 + Montgomery Ward |-3! 474.9 980 + 106 
Owens-Illinois .... {2-31 ; + 2 Sears, Roebuck ... |-3! 617.4 3300 +- 434 


Sutherland Paper . |2-3! ‘ + is Spiegel, Inc. ...... 12-31 52.9 130 + 145 
Thatcher Glass ... {2-31 * (continued on page 146) 
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anniversary of an idea 
that’s earned a lot of credit 


In line with its pledge to provide the finest in air travel, 
American has been responsible for many of the industry’s 
most important innovations. Of these, one of the most suc- 
cessful was the Air Travel Plan which was first introduced 
by American in 1936 to extend credit to air travelers. 

It came as a great convenience to businessmen and de- 
veloped a new acceptance of air travel among those firms 


who had not previously encouraged their personnel to fly. 


Today the air credit card is so widely used that at the 
close of 1955 there were 68,000 business firms using the plan 
throughout the United States and 722, 310 individual card- 
holders who purchased over $300,000.000 worth of air 
transportation during the year. 

American Airlines is proud to have pioneered the Air 
Travel Plan which has contributed so substantially to the 
growth of air transportation. 


As AMERICAN AIRLINES 
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CAmernvas Leading Aniline 


i45 


DEPT., MAIL ORDER, SPECIALTY STORES (cont.) 


Sales 
in 
1939 


24.6 
40.5 


Bond Stores 
Lerner Stores 
United Merchants . 


DISTILLING 


Amer. Distilling ... 9-30 
Distillers Corp. ... 7-3! 
Nat'l. Distillers ... 12-3! 
Schenley Ind. ..... 8-31 
Walker (H.) 


DRUGS 
Abbott Labora- 
11.5 
American Home 
Cs eee 6 06.2 12-31 31.7 
Amer. Safety Razor |2-3! 7.7 
Bristol-Myers 16.0 
18.0 
10.0 
McKesson & Robbins 3-3! 1|49.0 
Norwich Pharmacal !2-3! 4.5 
Parke, Davis 32.8 
Sterling Drug 39.0 
Vick Chemical .... 10.8 


FOOD PROCESSING & CORN REFINING 


Penick & Ford .... 
Best Foods 

General Foods .... 3-3! 135.5 
Hunt Foods 4.7 
International Salt . | 2-3! 7.1 
Mead Johnson .... |2-3! 7.7 
Stokely-Van Camp 5-3! 19.2 


12-31 13.1 


ELECTRICAL EQUIPMENT 


Columbia B. "A" .. 12-3! 40.3 
Cutler-Hammer ...1/2-3! 9.9 
Gersewell Co. .... 5-3! 4.1 
General Electric .. |2-3! 304.7 
International Tel, . {2-31 55.7 
Mallory (P.R.) ....12-31 49 
11.7 

45.4 

109.8 

21.2 

4.6 

7.4 

Sunbeam 9.1 
Sylvania Elec. .... 12-3) 11.0 
Westinghouse El. .. |2-3! 175.1 
Zenith Radio 30.3 


GROCERY CHAINS 
American Stores .. 
First Nat'l. Stores . 
Food Fair Stores .. 
Great A & P 
Jewel Tea 

Safeway Stores .. 


114.8 
3-31 131.0 
4-30 24.5 
2-28 990.3 
12-31 24.8 
12-31 385.9 


3-31 


HOUSEHOLD FURNISHINGS 


Armstrong Cork .. 12-3! 50.7 
Artioom Carpet... 7-3! 5.0 


146 


35.4 


Est. 
Sales 
in "55 


89 
162 
360 


92 


230 
19 
76 

172 
23A 

530 
24.5 

123 

177 


72.7A 


52 
104.1A 
875 

83 

26.0 

38 
136.5A 


110 

307A 
1385 

156 


655 
485 
480 
4360 
305 
1917 


245 
12.4A 


+1108 


% Increase 


in 
Sales 


+ 261 
300 
916 


700 


626 
147 
375 
856 
130 
+ 256 
- 444 
+ 275 
354 
573 


297 
367 
546 
+- 1666 
266 
394 
6l1 


832 
+2691 


690 
414 


148 


in 
GNP 


% 
Relative 
Change 


HOUSEHOLD FURNISHINGS (cont.) 


Sales 
Yeor in 
Ends 1939 


25.0 
19.0 
20.0 
17.0 
17.4 
18.0 
11.8 
39.2 


Bigelow-Sanford .. !|2-3! 
Congoleum-Nairn . | 2-3! 
Corning Glass .... !2-3! 
Int'l, Silver 

Mohawk Carpet .. !|2-3! 
Mullins Mfg. ...... 12-31 
Pabco Products ... 6-30 
Simmons Co. ...... 12-31 


MACHINERY 

American Machine 
Serre ee 12-31 
Black & Decker ... 9-30 

Blaw-Knox 

Bucyrus-Erie 

Caterpillar Tractor |2-3! 
Chain Belt 

Chicago Pneumatic 


Cooper-Bessemer . |2-3! 
Ex-Cell-O 

Fairbanks, Morse .. 
Food Machinery ... |2-3! 
Gardner-Denver .. !2-3! 
Ingersoll-Rand .... |2-3! 
Joy Manufacturing 9-30 


Mesta Machine ... |2-3! 
National Supply .. . |2-3! 
Reed Roller Bit ... 12-3! 
United Engineering |2-3! 
U. S. Industries ... (2-31 
Worthington Corp. |2-3! 


MACHINE TOOLS 


Brown & Sharpe .. !2-3! 


National Acme .... 
Simonds Saw 


Starrett, L.S...... 
Warner & Swasey . |2-3! 


MEAT PACKING 
715.3 
202.3 
756.7 


MILLING 


Allied Mills 
General Mills 


26.0 
121.9 
33.0 
48.9 
59.9 


Pillsbury Mills .... 
Quaker Oats 


NON-FERROUS AND MINING 

Aluminium Ltd. .... 12-31 92.3 
Am. Chain & Cable [2-3! 24.3 
Am. Metal Co Ltd. !2-3! 116.4 


Est. 
Sales 
in "55 


8! 

6! 
156 

65.5 


- 224 
+ 221 
- 680 


% Increase % 
in in Relative 
Sales GNP Change 


——— 30 


- 285 
302 
255 
166 
277 


+325 +725 
“+a 

“ +9 

+ 31 


10 
41 


MANAGEMENT 


1. This is the story of an ordinary man 
... worked from 9:00 to 5:00 . . . raised 
hamsters in his spare time . . . steered 
clear of doctors 


4. Overnight Oliver became a changed 
man. He gave his hamsters toa neighbor, 
bought a small harp and a booklet en- 
titled “‘Harp-playing for Beginners.” 


7. A complete checkup showed he was 
in perfect health, except for a minor 
tone deafness that would preclude much 
skill with the harp. ; 
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2. Oliver did twenty push-ups every 
morning . . . took long bracing walks 
in the fresh air . . . made sparing use of 
condiments and stimulants. 


5. Instead of taking long bracing walks, 
he tottered into his lawyer's office, cut 
two nephews out of his will and hastily 
added a couple of codicils. 


8. Dancer was so overjoyed he promptly 
went home and made out a very large 
check to the American Cancer Society, 
and that’s what you should do, too. 


Se ee ee oe 


3. Then one day while he was shaving, 
he noticed a small lump. An icy hand 
reached out and clutched at his heart 
. . . This was it—CANCER! 


6. His lawyer, a man of real intuition, 
knew that where there’s a will there’s a 
way, and firmly bullied Dancer into 
seeing a doctor. 


onan” * 
- 


AMERICAN CANCER SOCIETY 


Gentleme 


4 


1 WANT TO HELP CONQUER CANCER 
C) Please send me free informa- 

tion about Cancer. 
OJ Enclosed is my contribution 
e to the Car er 


ADDRESS 


SITY. cece ccccccess STATE. ccs 


9. (MAIL TO: CANCER, c/o your 
town’s Postmaster.) Help others and 
help yourself. Fight Cancer with a 
checkup and a Check. 


— 
-. aw ee eee 


~ 
oe oe ee eee ee oe oe 


NON-FERROUS AND MINING (cont.) 


Sales _ Est. 
in Sales 

1939 in ‘55 
Am, Smelting 104.4 550 
Anaconda 183.7 630 
Bridgeport Brass . . |2- 145 
Cerro de Pasco ... 72.5 
Climax Molyben. .. i 60 
Cons. Mining 5 158 
Fansteel Metal .... ‘ 27 
Howe Sound . 32 
Inspiration Copper 28.5 
Int'l. Nickel 
Kennecott Copper 
Mueller Brass 
Phelps Dodge 
Revere Copper ... 
Reynolds Metals .. 
St. Joseph Lead .. 


12-31 
12-31 
12-31 
U. S. Smelting .... 12-31 


OFFICE EQUIPMENT 


Addressograph- 
BD. ov nponctess 
Burroughs Corp. .. 


Marchant 
Calculators 
National Cash 
Register 
Pitney-Bowes 
Smith-Corona 


Underwood Corp. 12-3! 


PAPER 


Champion Paper .. 3-3! 
Hammermill Paper |2-3! 
International Paper |2-3! 
Kimberly-Clark ... 4-30 
Mead Corp. ...... 12-31 
Minn. & Ontario .. |2-3! 
Rayonier 

Union Bag & Paper |2-3! 
West Va. Pulp .... 10-3! 


PETROLEUM 
Amerada Petroleum | 2-3! 
Ashiand Oil & 
Refining 7.2 245.9A 
Atlantic Refining .. 12-3! 126.9 520 
Continental Oi! ... 12-3! 81.1 525 
276.7 1865 
199.5 1070 
96.1 697 
54.8 257 
Phillips Petroleum 112.9 900 
Plymouth Oil 68 97 
Pure Oil 94.3 

44.1 250 
Seaboard Oil : 7.3 
Shell Oil 248.4 

215.3 
Skelly Oil 33.1 
Socony Mobil 12-31 473.5 
Standard Oil of Cal. |2-3! 177.1! 
Standard Oil of Ind. 12-31 344.5 


10.0 100 


Humble Oil 
Imperial Oil 


148 


Sales 


- 900 


oe 


315 
310 


Relative 


GNP Change 


~ oe 
25 
92 
14 
10 
19 


PETROLEUM (cont.) 


Sales 
Yeor in 
Ends 1939 
Standard Oil (Ky.) 12-3! 53.2 
Standard Oil (N.J.) 12-3! 933.8 
Standard Oil 
12-31 65.1 
12-31 131.5 
Superior Oil 8-31 13.4 
, | 12-31 365.3 
Texas Pacific Coal |2-3! 3.8 
Tide Water 
Assoc. Oil 
Union Oil 


12-31 132.0 
12-31 75.1 


PRINTING & PUBLISHING 
American Bank 


Conde Nast 
Crowell-Collier ... 12-3! 
McCall Corp. .... 12-3! 
McGraw-Hill 

. 2. eee ee 12-31 


RAILROAD EQUIPMENT 


ACF Industries . 4-30 
Alco Products .... 12-3! 
Amer. Brake Shoe . |2-3! 
Amer. Steel 

Foundries 

Gen. Amer. Transp. 12-31 
N. Y. Air Brake ... {2-31 
Pittsburgh Forgings |2-3! 
Poor & Co. B 

Union Tank Car . 
Westinghouse Air 


SOAP & VEGETABLE OIL 

6-30 62 
12-31 101.9 
10-31 47.8 
6-30 211 
8-31 36.7 


Archer-Daniels 
Colgate-Palmolive 


Procter & Gamble . 
Spencer Kellogg .. 
Wesson Oil & 

Snowdrift 50.4 


SHOES 

Endicott Johnson .. 
International Shoe . 
Melville Shoe ... 

United Shoe Mach. 


SOFT DRINKS 


Canada Dry 
Coca-Cola 


STEEL 


Allegheny-Ludium . {2-31 
Bethlehem Steel ... 12-3! 
Crucible Steel . 12-31 
General 
Refractories 

Harbison-Walker . . 
Inland Steel 

Jones & Laughlin .. 


37.3 
414.1 
48.0 


12-31 11.0 
12-31 13.4 
12-31 115.3 
12-31 113.6 


Sales in in 
in ‘55 


1750 


Est. % Increase 9 


° 
Relative 


GNP Change 


272 + 411 2 t+ 26 


Sales 


6400 + 585 : + 80 


360 + 453 “4 + 39 
680 + 417 + 28 
80.5A -+ 50! 25 + 54 
-+ 379 + 17 
23.0 -+ 505 + 55 


485.0 -- 267 18 
365.0 + + 15 


SALES MANAGEMENT 


STEEL (cont.) TOBACCO (cont.) 


Sales__ Est. % Increase % 
Year in Sales in in Relative Year Relative 
Ends 1939 in ‘55 Sales GNP Change Ends Sales Change 
National Steel .... 12-3! 131.1 630 + 481 - + 48 Bayuk Cigars .... 12-3! oe | " 
Republic Steel ... 8-3! 230.3 1200 + 422 é - Consolidated Cigar |2-3! ys |, 
Sharon Steel 12-31 16.2 171 + 955 . General Cigar ... 2-3! ae 
Todd Shipyards ... 3-3! 17.4 70 + 302 i, - Liggett & Myers .. 12-3! 4. 144 
12-31 855.9 4200 + 391 ‘5 t P. Lorillard F +. 19] 
Vanadium 12-31 88 59 +- 570 x4 + Philip Morris : jl. 278 
Wheeling Steel ... 12-3! 85.7 252 + 194 ‘5 Reynolds Tobacco . |2-3! + 218 
Youngstown Sheet (2-3! 117.0 +- 429 -- - U. S. Tobacco .... 12-3! : wo 


TEXTILES 

TRUCKS 
Amer. Viscose .... f t e . 
Cannon Mills L " Diamond T Motor . |2-3! + 325 — 29 
Colenese | “ \ Divco Corp. eeeces 10-31 : ; + 64 
Cluett, Peabody .. \ " Fruehauf Trailer .. |2-3| + : +-307 
Collins & Aikman .. ' - ‘3 Mack Truck r ra 
Industrial Rayon .. a 
Manhattan Shirt .. 


VARIETY STORES 
Pepperell Mfg. 


103.8 

TIRES bat ane 
153.9 

84.9 

McCrory Stores .. 12-31 43.2 
McLellan Stores .. /-3! 23.1 
Neisner Bros, ..... 12-3! 22.6 
Newberry, J. J. .. |2- 52.2 
Peoples Drug .... |2- 23.1 
TOBACCO Walgreen Co. .... 9- 70.8 
American Snuff ... 8.0 184 + } Western Auto .... 45.3 
American Tobacco 262.4 1100 - . - Woolworth, F. W. . 12-3! 318.8 


Firestone 
Goodrich 
Goodyear 
Lee Rubber 
U. S. Rubber 


1 | 1 | 


, se SALES AND INVENTORY TRENDS 
a 


1939-1955 


T 


Manufacturing Inventories SF 


f/f Manufacturing Sales 


ea 


| Manufacturing Sales Adjusted 
SS } | for Price Change 

| | at = 
otha, oa a 
Aa t “peejesntannsagoe | 


| 
+4 


Billions of Dollars per Month, Seasonally Adjusted 
Peisnipy Ayjoucsmes ‘yuow sed s104j0Q jo suoHig 


+ + + + 
Copyright 1955 Soles Management, inc 


| 
Se I oe | 


| 


| 
| 
4. 
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INDUSTRIAL SALES in February will total about $26.8 to fall off from the January peak levels in response to 
billion reflecting the second successive monthly drop in curtailed automotive buying. The overall contraction, 


automobile shipments. Steel operations, too, have started however, is very slight. 
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ONE OF THE FASTEST 
GROWING OLD-LINE 
HARDWARE MANUFACTURERS 
NEEDS OUTSTANDING 


SALES EXECUTIVE 
AGE 35-45. 


Position requires experience in 
hardware or electrical appliance 
field. 

Should be adaptable to handle large 
sales force, have background in 
modern sales techniques, sales 
training, sales quotas and mar- 
keting. 

Position calls for imagination and 
creative selling. Continual expan- 
sion of company provides maximum 
growth opportunities. 

Salary and profit sharing arrange- 
ment open. 


BOX 318! 


SALES MANAGEMENT POSITION 


The leading manufacturer of building 
materials in its field has an immediate 
opening for a man with the follow- 
ing qualifications—substantial current 
earnings, successful background in 
selling and sales management, engi- 
neering experience, preferably archi- 
tectural or construction, willing to 
relocate. 


Reply to: 
Sales Management Box 3182 


Man with public relations ex- 
perience whose chief job would 
be to write copy for sales promo- 
tion magazine for large south- 
western oil company. Write Box 
3183, care Sales Management. 


COMING 


Norge, “Awakened Giant" 


Triples Sales in Two Years 
April 15 Issue 
SALES MANAGEMENT 


SALES GAINS AND LOSSES 


Current operating statements show these changes in net 


sales volume 


(millions of dollars) for representative corporations over the similar year-ago. 
Key: f indicates fiscal year. 


Company 


Acme Steel Co. 

Ahlberg Bearing Co 

American Cyanamid Co. 
American Felt Co. yr. 
American Hoist & Derrick 1 yr. 
Amer. Pipe&Construction 1 yr 


Amer. Steel Foundries 3 mo. 


Arundel Corp. yr. 


Ashiand Oil & Refining 3 mo. 


Atlanta Paper Co. yr. 
Atlas Powder Co. yr. 
Avco Mfg. Corp. 1 yr. 
Avon Products, Inc. yr. 


Bayuk Cigars, Inc. 

Beech Aircraft Corp. 
Bendix Aviation Corp. 
Bigelow-Sanford Carpet Co 
Bohn Aluminum & Brass 
Borden Co. 

Bridgeport Brass Co 
Budd Co. 


Campbell, Wyant & Cannon y 

Canada Dry Ginger Ale 3 

Carpenter Paper Co. 

Champion Paper & Fibre 9 

Colonial Stores, Inc. 

Commercial Shearing & 
Stamping 

Cone Mills Corp. 

Cons. Paper Co 

Contntl. Steel Corp 

Cribben & Sexton Co. 

Cunningham Drug Stores 


Detroit Steel Corp 
Duncan Coffee Co 


Eastman Kodak Co 
Economy Auto Stores 
Ekco Products Co 


Federal Paper Board Co 
Ferro Corp. 

Fishman (M.H.) Co 
Franklin Stores Corp 
Fruehauf Treiler Co 


Gabriel Co. 

General Electric Co 
Gen. Portland Cement 
General Shoe Corp. 
Gen. Tire & Rubber 
Giant Portland Cement 
Gilbert (A.C.) Co. 
Goodyear Tire & Rubber 
Gray Drug Stores 
Greenfield Tap & Die 


Handy & Harman 
Hat Corp.of Amer 
Hazel-Atlas Glass Co 
Houdaille Industries 
Huyck (F.C.) & Sons 


Iron Fireman Mfg.Co. 


Kawneer Co. 

Keith (Geo.E.) Co 
Kinney (G.R.), Inc. 
Kroger Co. 


Period 


1955 


$ 109.8 


1.5 
451.0 
14.6 
21.3 
33.2 
27.1 
27.6 
72.2 
25.2 
60.3 
299.3 
68.9 


30.6 
8.6 
51.6 
1,219.4 


1954 


Company 


Magnavox Co. 

Marchant Calculators 
Master Electric Co. 

Maytag Co. 

McCrory Stores Corp. 
McGraw Electric Co. 

Merck & Co., Inc. 
Minneapolis-Honeywell Reg. 
Morris Paper Mills 

Motor Products Corp. 


National Automotive Fibres 
Nat. Distillers Prods. Corp. 
Nat. Gypsum Co. 

Nat. Starch Prods., Inc. 
Nat. Sugar Refining Co. 
Nat.Supply Co. 

Neptune Meter Co. 
Newberry (J.J.) Co. 

New York Air Brake 


Orangeburg Mfg. Co 


Parke, Davis & Co 
Penn-Dixie Cement Corp 
Philco Corp. 

Pitts. Plate Glass Co. 
Plymouth Rubber Co. 


Reichold Chemicals, Inc 
Riegel Paper Corp. 
Rochester & Pitts. Coal 
Rockwell Mfg. Co 
Ruberoid Co 


Scott Paper Co 
Seiberling Rubber Co 
Shuron Optical Co. 
Simonds Saw & Steel Co 
Sparks-Withington Co. 
Spiegel, Inc 

Standard Oil Co.( Ohio) 
Starrett (L.S.) Co. 
Struthers Wells Corp. 
Sun Chemical Corp. 
Sunbeam Corp. 

Sutton (0.A.) Corp. 
Sylvania Electric Prods. 
Symington-Gould Corp 


Talon, Inc. 
Towmotor Corp 
Trane Co 
Tung-Sol Electric 
Tyler Refrigeration 


Union Lumber Co. 
United Carbon Co. 
United-Carr Fastener 
U.S. Rubber Co. 

U.S. Tobacco Co. 
U.S. Vitamin Corp. 


Wayne Pump Co. lyr 
Western Plywood Co. lyr 
Westinghouse Air Brake Co. yr 
Weyerhaeuser Timber Co. yr 
Wisconsin Motor Co. 

Woodward tron Co. 

Woolworth (F.W.) Co. 
Worthington Corp. 


Youngstown Sheet & Tube 


“Domestic 


SALES 


Period 


1955 


34.0 
22.1 
21.3 
93.0 
109.7 


1954 
28.0 


MANAGEMENT 


Allied Van Lines, Inc. 
Agency: McCann-Erickson, 
Americen Airlines .. . 
Agency: Lennen & Newell, 
American Machinist 
Agency: Klau-Van Pietersom-Dunlap 
Associates, Inc 
American Manufacturing Company ..... 
Agency: Power & Condon Advertising 
Architectural Record 
Associated Business Publications 
Agency: Media Promotion 
Organization, Inc 


Baltimore News-Post 

Agency: Kaufman-Strouse, Inc. 
Charles Beseler Comp omg! 

Agency: Dale & Finkels, Inc 
Better Living Magazine 

Agency: Fred Gardner Company, 
Bloomington Pantagraph 

Agency: The Biddle Company 
Booth Michigan Newspapers 

Agency: The Fred M. Randall Company 
Buffalo Courier-Express 

Agency: Baldwin, Bowers & Strachan 
Building Supply News 

Agency: Arthur R. MacDonald 
The Burkhardt Company 

Agency: E. C. Watkins & Company 


Campbell-Ewald Company 
Capper-Harman-Slocum, Inc. 

Agency: The Buchen Company 
Chicago American 

Agency: George F. Florey, Inc 
Chicago Show Printing Company 

Agency: George H. Hartman ee 
Chicago Tribune . . . 4th Cover 

Agency: Foote, Cone & Belding — 
Chilton Company 

Agency: The Aitkin-Kynett Company 
Cincinnati Enquirer 

Agency: Stockton, West, Burkhart 
Columbus Dispatch 

Agency: Harry M. Miller 
Construction Equipment .... 

Agency: Hazard Advertising Company 


Dell Publishing Company . 

Agency: Robert W. Orr & Associates, 
The Detroit News 

Agency: W. B. Doner Company 
Display Sales 

Agency: The S. C. Baer Company 


Eastman Kodak Company 
Agency: Charles L. Rumril! & Company 


Farmer-Stockman 
Agency: Lowe Runkle Company 
Felt & Tarrant Manufacturing 
Company .... 
Agency: Tim Morrow “Advertising 
First 3 Markets Group 
Agency: Anderson & Cairns, Inc 
eer ee 
Agency: Bozell & Jacobs, Inc 
The FR Corporation 
Agency: The Wexton Company, Inc 


.3rd Cover 


Golf Research Institute 

Agency: Weston Hill 
Graphic Calculator 

Agency: Robertson, Buckley & Gotsch, Inc 
Greenbrier & Cottages 

Agency: Needham & Grohmann, 
Greensboro News-Record 

Agency: Henry J. Kaufman & Associates 
Grit Publishing Company 

Agency: Gray & Rogers 


Jam Handy Organization, Inc. ..... 2nd Cover 
Agency: Campbell-Ewald Company 


The Schuyler Hopper Company 
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ADVERTISERS’ INDEX 


Indianapolis Star & News 
Agency: Caldwell, Larkin & 
Sidener-Van Riper, Inc. 


Kansas City Star 
Keeney Publishing Company 
Agency: W. J. Williams Advertising 
Agency 
Kleen-Stik Products, Inc. 
Agency: Burlingame-Grossman Advertising 


Ladies’ Home Journa 
Agency: Doherty, Ciifford, Steers & 
Shenfield, Inc, 
Life Magazine 
Agency: Young & Rubicam, Inc. 


Maritz Sales Builders 
Agency: Padco 

Memphis Press Scimiter-Commercial 
Appeal 
Agency: Rosengarten & Steinke, 

Meyercord Company 
Agency: Harry Schneiderman, 

Miami Herald 
Agency: August Dorr Advertising 

Midwest Purchasing Agent 
Agency: Baisch Advertising Agency 

Mill & Factory 
Agency: Hazard Advertising Agency 

The Milwaukee Journal 
Agency: Klau-Van Pietersom-Dunlap 

Associates, Inc. 

Minnesota Mining & Manufacturing 
Company (Magnetic Tape) 
Agency: Batten, Barton, Durstine & 

Osborn, Inc. 

Moline Dispatch 

Agency: Clem T. Hanson Advertising 


Agency: Grey Advertising Agency, 
National Cor Rental System, Inc. 
Agency: Gene Rison & Associates 
New Equipment Digest 
Agency: Beaumont Heller & Sperling, 
Newsweek 
Agency: Scheideler & Beck, inc 
New York Journal American 
Agency: Bernice Fitz-Gibbon, | 
New Yorker Magazine 
Agency: Anderson & Cairns 
New York News 
Agency: L. E. McGivena & Company 
New York Times 
Agency: Daniel & Charles, Inc 
North American Van Lines, Inc. ........ 
Agency: Applegate Advertising Agency 


Oklahoman & Times 
Agency: Lowe Runkle Company 

Orlando Sentinel-Star .............0055 
Agency: Hammond, Inc 


Parade Magazine ee ere 63 

Agency: Calkins & Holden, 
Penton Publishing Company 

Agency: Baumont, Heller & Sperling 
Perry Graf Corporation 

Agency: Reincke, Meyer & Finn, | 
Philadelphia Bulletin 

Agency: N. W. Ayer & Son 
Philadelphia Daily News 

Agency: Weightman, Inc. 
Philadelphia inquirer 

Agency: Al Paul Lefton Company, 
Point of at gy Advertising 

institute 

Agency: A. Fe Moore Associates, 
The Portiand Oregonian 

Agency: Cole & Weber 
Product Engineerin 

Agency: Klau-Van 


RCA Victor Custom Record Sales ... 
Agency: Grey Advertising Agency, Inc 
Railway Express Agency 
Agency: Benton & Bowles, Inc 
Remington Rand, Inc. 
Agency: Leeford Advertising Agency, Inc 
Reynolds Metals Company ...... 
Agency: Buchanan & Company 
Rock Island Argus 
Agency: Clem T. Hanson Advertising 


St. Paul Dispatch-Pioneer Press 
Agency: E. T. Holmgren, Inc. 
Sales Management 
San Diego Union & Tribune 
Agency: Barnes Chase Company 
Saturday Evening Post 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 
Seattle Times 
Agency: Cole & Weber 
Sickles Photo-Reporting Service 
Agency: M. D. Lasky Company 
Sioux City Journal & Tribune 
Spector Freight System, Inc. 
Agency: Garfield-Linn & Company 
The yo * & Spokane 
Daily Chronicle 
pe Me How. J. Ryan & Son 
Stalcup Outdoor Advertising Company. . 
Agency: Galvin-Farris Advertising 
Agency, Inc. 
Strathmore Paper Company 
Agency: Abbott Kimball Company, Inc 
Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 
Syracuse Newspapers 
Agency: W. T. Lane Company 


Tauber Plastics, Inc. 
Agency: Aubrey C. Bury, ! 
Tel-A-Story 
Agency: Warren & Litzenberger Advertising 
Thomas Publishing Company .... ose 
Agency: W. N. Hudson, Advertising 
Time Magazine 
Agency: Young & Rubicam, 
Troy Record Newspapers 


U. S. News & World Report 
Agency: The Caples Company 
United Van Lines, Inc. 
Agency: Kelly Zahrndt & Kelly, 


WDIA (Memphis) 

Agency: Brick Muller & Associates 
WHO-TV (Des Moines) 

Agency: Doe-Anderson Advertising Agency 
WKOW.-TV (Madison) 

Agency: Madison Advertising Agency, Inc. 
WSPD (Toledo) 
WTAR (Norfolk) 

Agency: Lindsey & Company 
Wallaces' Farmer & lowa Homestead .. 

Agency: Olmsted & Foley Advertising 

Agency 

The Wall Street Journal 

Agency: Bozell & Jacobs, Inc 
Waterloo Daily Courier 

Agency: Weston-Barnett, Inc. 
Westinghouse Broadcasting Company . 

Agency: Ketchum, MacLeod & Grove 
Winnebago Newspopers, Inc. 

Agency: Cummings, Brand & 

McPherson Advertising 

Worcester Telegram-Gazette 

Agency: Jerry C. Sapulding, Inc 
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Young & Rubicam, Inc. 


THE SCRATCH PAD 


By T. Harry Thompson 


At year’s end, Metropolitan Life 
put the U.S. population at 166,740,- 
000. With most of them gainfully em 
ployed, what a market! 


HER GRACE: A movie queen who 
will step down to princess. 


Fit-to-Print Dep’t: The 144-page 
issue of January 3 was the largest 
week-day paper in the history of The 
New York Times. Total advertising 
on that day was 262,545 lines, up 
53,003 lines over the like issue last 
year 


ESTHER WILLIAMS: The skin-diver 
you d love to touch. 


The telephone company is making 
an insomniac of me with its “Woolley 
Segap.”’ 1 keep saying it over and over 
like an incantation. Spelled backward 
it comes out “Yellow Pages.” 

» 


ONION: A vegetable that doesn’t 
know its own strength. 


Mildly amusing twister found in 
a Cryptogram: “The difference be- 
tween the gas man and a librarian is 
that one reads meters and the other 
meets readers.” 

° 


‘Psychologists say no person should 
keep too much to himself. The Bu- 
reau of Internal Revenue is of the 


Link-Belt News. 


same opinion.” 


CASH-DRAWER: Jack-in-the-box. 


a 
“Bad driving is nearly always the 
end-product of bad manners. Think 


it over!” —THT in The Philadelphia 


Inquire rs 
* 


Memory 
sion) : 


Lane (Cartoon Divi- 
The three polar bears on the 
ice-floe and the cub sounding-off: “] 
don’t care what you say... I’m cold!” 


152 


Pest-control has a new and fancy 
name: “Environmental sanitation.” 
And, in some circles, station-wagons 
are now “estate-wagons.” Hear, 
hear! 


Sign on a frankfurter-stand near 
Eastport, Long Island, reported by 
Bakers Review: ““Here’s Where Man 
Bites Dog.” 


“The Oxford Universal Dictionary 
employs the most modern system of 
phonetic symbols to indicate Ameri- 
can and British correct pronouncia- 
tion.” Tch, tch! 


Pollyanna Dep't: Herb Dickson 
says the fellow who is all washed up 
can at least make a clean start. 

s 

AYE-AYE: Yes-man of the animal 
kingdom. 

» 

Neat parody by Buick: “Has looks, 
will travel.” 

. 


The Lafayette, Louisiana, 4 dver- 
tiser says opportunity merely knocks, 
but temptation kicks the door in. 


A mouth is the thing most often 
opened by mistake, it says here. 


always 
amused to hear the spokesman of the 
group from outer space give the earth- 
people the stock line, “Take us to 
your President,” in impeccable Eng- 
lish, no matter how unearthly his get- 


— 


In science-fiction, I am 


up. 
e 
“Curtice, Fairless See Peak Econ- 
omy in °56.”"—News-head. And, after 
last year’s high, that will be no 
. piket’s peak! 


Querulous Quadrennium 


That’s a stuffy title for the Battle of the Ballots through which we 


have to live every four years 


a custom which we would die to 


defend nonetheless. In brief, this is election year and the. preliminary 


bouts have already drawn blood. 


In many ways, it will be a test of salesmanship, and every type ot 


promotion will be used. . . 


from the high-flown oratory of the hustings 


to the sub-cincture jabs at the precinct-level, with the honors about 


even, since no party has a corner on ethical standards. 


Likewise, every form of advertising will be used 


from costly 


television-presentations to cheap celluloid lapel-buttons. Claims will be 


made by both sides which would make a commercial salesman blush 


if he had to resort to such imaginative hog-wash. 


Neighbors will be friends today and enemies tomorrow. No matter 


which party wins, oral wounds will leave ugly scar-tissue. Smart sales 


men in smoking-cars will finesse their political opinions, knowing 


how sensitive corns are in election-weather. 


The editors of this Magazine of Marketing remind us that election 


years are usually good for business, but most of us will be glad when 


the divisive controversy is behind 


us for another four years. Until 


then, the safest general topic is the weather. 


SALES MANAGEMENT 


NEW 


HIGH FIDEL/TY 


OMPTOMETER 


OMMANDER 


dictation-transcription machine by. Comptometer 


with amazing UNIMATIC remote-control microphone 


.-. makes dictating as easy as talking—An electronic miracle in the sim- 
plification of dictation has been achieved by Comptometer. Now you can forget 
the mechanics of recording and have your mind free and clear for better dictation. 
All you do is talk into the Unimatic remote control microphone which fits the palm 
of your hand. One simple button lets you dictate, listen, reverse to review, or even 
to ‘‘erase”’ and replace a word or phrase.When finished dictating, press other button 
to mark length of letter—everything is automatically recorded by remote control. 


... Saves more than it costs—The flexible Mylar* magnetic recording belt 
can be used for thousands of dictations. It “wipes” clean in just one second, 


SEE ALL THESE YEARS-AHEAD FEATURES DEMONSTRATED 


ready for re-use. The day-after-day savings over costly ordinary one-use belts or 
records more than return your Commander investment. And only Comptometer 
guarantees these mailable belts for life 


...@rases unwanted words—You will hand your secretary error-free dic 
tation she will transcribe twice as fast and right the first time. Error-free because 
you can electronically “erase” any unwanted part of your dictation and replace 
with the new or correct thought—No extra correction instructions to add. And, for 
economy-minded offices, the same Commander unit can be used for both dicta 
tion and transcription. 


% Mylar-Dupont’s trademark for its Polyester Film 


IN YOUR OWN OFFICE! 


NEw! 


Visualite Indicator 
Glows red when you 
dictate, flashes to 
green when you listen 
or transcribe 


NEW! 


Remote Indexing 
marks 


automatically 
length of letter 


NEw! 


Unimatic Rem 
Control Micropt 
fits palm of hand. Tw 
buttons contro 


perations 


1 


NEW! 


Simplified Recorder 
all operating controls 
are now on Unimatic 
microphone 


NEw! 


Conference Recording — 
Listening. Supersens 
tive microphone pickup 
Extra loud volume play 


back speaker 


NEW! NEw! 


Carrying handle 


NEw! 


Removable cover 


NEW! 


Dual speakers Modern design 


NEW! NEw! 


Lighter weight High Fidelity 


NEW! 


Customized Input Vol 
ume-Contro!l can be 
pre-adjusted to your 
voice whether it's ex- 
tra loud or extra soft 


also Comptometer Dictation Div., Felt & Tarrant Mfg. Co., 1732Marshfield St., Chicago 22, II! 
available Gentlemen: Without any cost or obligation please arrange 
in C) FREE DEMONSTRATION () FREE 10 DAY TRIAL 


E R Canada Name oS ___Title 


machine to speed American bu 


product of Felt & Tarrant Mfg. C 


] Send complete information 


A s. Other Felt & Co npany 
Tarra: ve Adding Calculating 
and the new i0-key Comptograp aiculating Add r Address 


machine 


City 


Why do Chicago Catholics 
eat more catsup in March? 


Crs, there was a man and he was 
all befuddled. He couldn’t figure out 
why catsup sales in Chicago were way 
down in November and way up in 
March. The reason why he cared was 
because he made and sold catsup; 
and you’d care, too, if you did. 


Well, being a very sensible type, 
he immediately set out to find the 
answer. So he racked his brain 
and dialed his phone and asked 
his ffiend Joe to come over. 


““‘Why...etc., etc., etc.?’’ asked he. 


es 


knew his markets (from shelter 
to super), but catsup presented 


Now it just so happened that Joe was a 
joe who worked for the Chicago Tribune 
—sold advertising space, that is. Joe 


some new problems. So he asked 
the fact figure 
fanciers (formally known as 


Tribune’s and 
Manager of Research and Pres- 
entations, and Manager of Sales 
Development). 


L 


And he came back with their answers. 


Almost everybody in Chicago uses catsup, but re- 
search proved that the 2,568,000 Catholics in metro- 
politan Chicago are by far the biggest catsup-con- 
suming group. Therefore the Tribune catsup calcu- 
lators concluded that sales go down in November 
because that’s when so much turkey is eaten (much 
of it without catsup). And sales go up in March be- 
cause that’s the Lenten season when Catholics eat 
so much fish and sea food. And, 
as most people agree, almost 
everything that swims tastes 
better swimming in catsup. 


These ungarnished facts helped 


x 
P. S. Always remember... 


_ 


solve the catsup man’s quandary. And this story 
suggests how you might use the Chicago Tribune’s 
research to answer any questions you may have on 
the Chicago market. 


Nobody knows Chicago like the Tribune. 


The Tribune has spent several 
million dollars to find out facts 
that vitally affect your Chicago 
It knows who your best 
customers are, where they live 


sales. CH) 
and shop, why they buy. All of 
this valuable market information 


is yours for the asking. 


Nothing sells the Chicago market like 
the Tribune. 


Retail sales in Chicago and the 206 Chicagoland 
counties are big—valued at $17.8 billion. And the 
best way to sell this market is through the Tribune. 
Does advertising in the Tribune pay? Just ask 
advertisers like Frigidaire, Oscar Mayer, Procter & 
Gamble, Delta C&S Airlines. 


People may praise the Tribune, fuss about it or 
blast it—but reading the Tribune in Chicago is 
just like speaking French in Paris. Almost every- 

body does it. Everybody feels its 
Practically 7 out of 10 
families in the Chicago metro- 


impact. 
Sy 
politan area read the Tribune 
almost half of the families in 839 
midwest towns read it. (Only 
12% of metropolitan Chicago gets the largest national 
magazine — and less than 1 out of 9 tunes in on an 
average evening TV program. 


So if you want to know something about 
Chicago, call in a joe from the Chicago 
Tribune and put him to work finding out. 


If you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


